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TO THE 


LETTER, 


EDITOR 


Advertisers 
Should All 
Mention B.LF. 


Sin,—Your appeal on behalf 
of the BLP. in your leading 
article of January 12, “that ad- 
vertisers and advertising agents, 
ev.n those not actually concerned 
as exhibitors, can and should 
give all the help they can as a 
national service,” is one that 
should commend itself to all in- 
dustrialists and merchants who 
have the commercial recovery of 
our country at heart. 

For after all, the B.LF. is 
something far more than the sum 
of those who exhibit in it. It is 
a national gesture, a parade 
which represents the performance 
and achievement of Britain as a 
manufacturing and merchandising 
nation. It is also a vast adver- 
tisernent of British skill, work- 
manship and enterprise, the bene- 
ficial effects of which extend 
beyond the circle of those who 
are immediately conc. rned in it 

In these days of restricted 
spaces, it is not easy to find 
room even for a small stereo of 
the B.LF. sign, but given good- 
will and the desire to help, it can 
be managed. In the trade papers 
there is more room, and it would 
certainly be a splendid thing if, as 
the time of the Fair approaches, 
all advertisers in the country 
contrived to mention it. The 
B.1.F. is an international adver 
tisement for every manufacturer 
who is entitled to put “Made in 
Britain” on his products 

W. EWART RUMBLE, 

Chairman, Rumble, 

Crowther & Nicholas Ltd 
London, W.C.2 


Newsprint For 
House Organs 


Sirn.—Mr. Hilton in his article 
on the presentation of house 
organs rightly stresses the im 
portance of making them look 


like newspapers, since everyone 
will read a newspaper 
It was an excelient article, but 
there was one addition which 
might be made—that to make a 
house organ look like a news- 
paper it should be printed on 
newsprint Newsprint has the 
additional advantage of being 
cheaper than any other paper, 
and again it offers, in long runs, 
the advantages of less costiy pro- 
duction by printing from the reel 
rather than trom she.ts 
R. C. BOYD, 
Printing Manager, 
Bournemouth fimes Ltd 


The Readership Of 
“ Punch” 


Sim,—The letter from Charles 
W. Stokes is based on false 
reasoning 

It is, in fact, quite possible for 
each copy of Punch to be seen 
“at home” by an average of 12°8 
people. All that is necessary is 
for copies to be passed from 
home to home. This undoubtedly 
happens. My own copy is passed 
on to a family of two, who pass 
it to a family of five; and they 
in turn pass it to another family 
of five. After that I lose track 
of it, but by that stage it has at 
least been exposed to 13 people 
at home. I don't suppose this is 
unusual 

But it would be most unusual 
if the Radio Times were treated 
in the same way. This is a maga- 
zine which, by its very nature, 
must remain in its first home for 
over a week, At the end of that 
time it is quite useless to any 
other home. If anyone does pass 
it on it can only be to the fish- 
monger 

A much more important con 
sideration than estimating readers 
per copy is to define the word 
“readers.” There is no doubt 
that many publications are seen 
by far more people than their 
circulation figures would suggest 
But all these “see-ers” are not of 
equal value to the advertiser. By 
ordinary readership research 
standards a person qualifies as a 
reader by the mere fact of see- 
ing the publication and being in 
4 position to read it. He may 
read it from cover to cover, or he 
may just open a page at random 


In cither case he is called a 
reader. 

Until it is possible to separate 
the reader from the glance,, ad- 
vertisers will not be unduly im- 
pressed by astronomical reader- 
ship figures. The main value of 
these readership figures is that 
they can be analysed by sex, class, 
age and other groupings, while 
circulation figures cannot be. It 
is important to regard media re- 
search primarily as a means of 
measuring the type rather than 
the size of a publication's reader- 
ship 

Mr. Stokes could make out a 
case for relying solely on ABC 
figures as a measure of audience 
size. But if he wants to know, 
as he ought to, what sort of 
people make up the audience, he 
has no alternative but to study 
readership figures 

OLAF ELLEFSEN, 
Director, Foote, Cone & 
London, W.1. Belding Ltd. 

Sim,—Mr. Stokes, dealing with 
your editorial on the Derrick 
Digest, implies that net paid sales 
figures are the only trustworthy 
academic measure of a journal's 
worth as an advertising medium 

Some readership surveys pub- 
lish amongst other details, the 
size, composition, and distribu- 
tion of the sample. Surely they 
are worthy of a better fate than 
to be dismissed along with those 
that do no such thing 

Indeed, a comparison between 
the Derrick and the Hulton 
figures for Punch, and between 
the amounts of light shed on the 
respective methods employed, 
should do much to show him how 
far readership research has pro- 
gressed during the last few years 

E. FENTON 
C. Mitchell & Sons, 
1 & 2 Snow Hill, E.C.1 


Sirn,—One thing we would lik> 
to see is the result of a survey 
showing the difference between 
the effectiveness of advertise- 
ments on those who originally 
buy a publication and thuse who 
pick it up afterwards. We suspect 
that the effectiveness on the 
latter shows a precipitous decline 

J}. G. RUDDOCK 
J W. Ruddock & Sons Ltd., 


Lincoln 


To get 


sellectivity 


—use specialised trade media 


CORSETRY & UNDERWEAR 


47 Hertford Street, Mayfair, W.1 
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MANCHESTER 
SCREEN PRINTING 
EXHIBN. 7th - 10th FEB. 


Won On Major Issue 


Smr,—Your issue dated January 
19, refers to certain summonses 
in Nottingham where decisions 
have just been communicated by 
the magistrates concerned 

appreciate the fact that 
restriction of space precludes 
you from giving details of these 
decisions, but the inference is 
that we lost the case completely 
and were fined accordingly. This 
is totally incorrect, and | ask you 
to give the necessary publicity 
to the facts as they occurred. 

The summonses related to two 
distinct sites and were based on 
technical points of the Town and 
Country Planning Advertisement 
Regu!afions. The more important 
of the two cases was the one 
where the summonses were dis- 
missed, and where, in conse- 
quence, an interpretation has been 
established of what we consider 
to be a very important section of 
the Regulations. The second case 
was of minor importance in com- 
parison to the first, and the 
nominal amount of the fine is 
indicative of the technical offence 
involved. 

J. H. J. MEDLAND, 
General Manager, Arthur 
Maiden Lid. 
24 Mount Pleasant, 
Liverpool 3 


ee 
Advertising Agents 
. 
And Display 

Sin, —As the speaker referred 
to in your leading article “Clients 
Misled Would Become Clients 
Lost,” I would like to make the 
following observations 

The brief report of my own 
comments and the discussion 
generally at the meeting of the 
British Institute of Sales Promo- 
tion gives the impression that my 
remarks about advertising agents 
were of general application, 
whereas my reporter's verbatim 
account shows that I made it clear 
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That's a family headline. Mason's famous O.K. Sauce wants to score a point 
with father, mother, sister and brother. How to find them all together and keep reminding 
them for a week or longer? T. B. Browne use JOHN BULL to help solve 
that problem for Masons. A family appeal in a real family paper. More than a million 
copies of an advertisement going right into the core of British 
family life. JOHN BULL can do that for any product any week. 


John Bull Britain's Family Weekly 


+ Me MBER ALB.C. 


aden A MILLION NET SALES EVERY WEEK 


PHILIP EMANTUE! ISEMENT DIRECTOR, ODHAMS PRES TD., 96-g8, LONG ACRE, 1 ONDON, W.C.2 Als ND VALUE AN SQUARE GUARANTER POR A STRAIONT LINE : 


a ; o: 
eee 
i 41 . > 4» a: 
Va s ¢ of tS 
o ; _ . ee Ly) rhe 
mt Oy, ee ; ut 
iy ae a ir .)_ a 
; , 2a) ae : ae | Se ‘ 
, > ee | ( ie A ty a 
ee, A > Vm oS a se : 
a . Beas s ra see Mp . 
* : 7 eh at ; ‘ at SRE at here.) 
s " Geiger os. 4 Cie 
nigh ye a — Pay: } 
43 ies 2 ae : : i 
' . i bl *eY ‘Ys : . . 
a4 7 “ a 4 . 4 re ae oe 3 
~~ tap fim rs 
sy + ee : Td ie _ 
tie ‘ k 
ake 1 id 
ay a i 
is = _ 
zs J0% gol i 
; a og be ad 
“ey 
: aa i 
: eK. ar :. 
% ~ 3 Fa g 
. “SS 7 ae a 
P : 4 
« " ¥ 
ri % 8 
x , _ 
Baek, § 
es ~ 
= % 
Ler : 


THE 
EVIDENCE 
of %./ Readership 


“If they write, they read....... ” And the shoal of 
letters which reaches the Editor morning after morning— 
letters on Fashion, Beauty, Children, Cookery, Homecraft 
and a host of other subjects —‘s cumulative evidence 
of the hold which Woman’s [Illustrated has on_ the 
interest of its public. It is an interest which extends to 
the advertising pages too—one in which you can share. 


Sales Exceed 


450,000 


RATE pig PER PAGE 


PHOTOGRAVURE * 42° WEEKLY 


All restrictions on space sizes will 
be removed commencing in March 


CHAS. €E. MANDER. = Fe Director, THE AMALGAMATED PRESS LTD., LONDON 
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LOVDO: 
OPINI( 


is read over and 
over Loar 


Little Evidence of “Big Money 


Press Competitions 


HINT 


OF NEW CIRCULATION WAR 


NOT CONFIRMED BY FACTS 


A survey conducted by 
ADVERTISER 'S WEEKLY this week 
reveals little indication yet of 
a general resumption of “big 

f competitions” as a means 

paper sales promo:ion 
has become a 
because of a 


Sunday 


subject 
point’ 
Statement in the 

ess, which ured that i 
no mitention of joming in 
big money competition racket 


break- 


dec! 


showing 
out again.” 
rtificially box 


signs of 
Such a method 
sting sales is 

ribed as “an a ¢c nsible use 

dollar bought newsprint 

The only newspaper offering 
anything in the nature of a sub- 
stantial cash prize Sunday 
Dispatch which last Sunday 
launched its £5,000 competition 
nvolving the identifying of 
prominent politicians by pictures 
of themselves taken when very 
young 


\ number of 


is the 


other competi 
being run by national 
newspapers, but none of 
can be described as in the 
money” class 
The Daily Express has two £25 
competitions Why I want to 
party in’ und, for 
“How | think women 
vote and why”—and a 
com petition one guinca 
1 for each published 
guineas for the winner 
-aders are also asked to nomin 
» the cabinet they would like to 


tions are 
these 


“big 


see my 
women 
should 
slogan 
iwardec 


Pictorial art train 
of £250, plus other 
awarded each year 

ire now invited for the 
on to be held at the 
Institute Galleries in Sep- 
nd to tour the provinces 
ast’ year there 

The same 

which 


ed 


»xhibit 


ark on June 17 


Ihe Daily Mirror is Staging its 
National Table Tennis Tourna 
ment, the finals of which will be 
held at the Royal Albert Hall on 
April 25. Nearly five thousand 
entry forms have been sent out in 
connection with the Daily Mirror 
Angling Competition, for which 
there will be a club contest with 
cash prizes amounting to £500 
ind a prize rod competition for 
individuals 


“Herald’s’’ Election 
Slogan Contest 


Prizes of £50, £10 and £5 are 
offered in the Daily Herald elec 
tion slogan contest. On February 
4 begin the eight area contests 
for the Daily Herald National 
Brass Band Championship of 
Great Britain, finals of which 
will be held in the autumn 

The People’s competitions in 
clude: the National Darts Teams 
Championship of England and 
Wales, in which 90,000 individual 
players are competing, the finals 
being on June 10; a National 
Ballroom Queen contest, in which 
10.000 girls are taking part 

April 21 at Grosvenor 

and the permanent cross 
competition 

News Chre 


finals 

House 

word 
The 


onicle apart 


99 


from its invitations to send in 
specimens of election humour, is 
relying on a number of editorial 
features imecluding the Great 
Debate” between leading politi 
and the British Institute of 
Public Opimion (Gallup Poll) on 
clection opinion trends 

The Star has the following ac 
tivities forthcoming: February 3 
Star Youth Organisation Boxing 
Tournament, Wembley; March 
20, Schools Amateur Boxing As 
sociation Championship, Wem 
bley: April 24, Srar Ball, Empress 
Hall; and May 13, Star Junior 
Cup Final, Wembley 

Reynolds is holding a 
operative Societies beauty 
petition 


e1ans, 


Co 
com 


PLEA FOR TWO NEW 
SPECIAL AREAS 


Gloucestershire Coun 
cil has proposed 
order to the Ministry of Town 
and Gountry Planning for the 
designation of two areas of 
special control under the Control 
of Advertisement Regulations 
(1948) 


Travel Ads. Pull 


Some 9,155 replies were 
received by Thos. Cook and Son 
in answer to an advertisement 
announcing their 1950 travel 
programme in the Sunday 
Dispatch January 1S  ssue 
Global Tours had more than 
1.500 replies to a similar adver 
tisement, and oiher agencies also 
report a record re Replies 
are still coming in 


County 
submitted a 


snonse 


NEWNES STATE 
PLANS FOR 
WOMEN’S 
MAGAZINES 


Iwo Newnes publications 
Woman's Friend and Modern 
Woman have announced plans 
for using extra paper which 
becomes available on March |! 
Woman's Friend now tort 
nightly, will revert to weekly 
publication with the February 
24 issue 
From the 
Modern Ws. 
the 114 in 


May 


am adopt 


issuc dated 
wan will a 
x 8] m. format, with 
type area 10) in. & 7 5-16 in 
The magazine will be printod 
throughout im gravure with 
pages in full With the 


merease from which 


colour 
pocket 
affords increased positional scope 
rates will be raised from £80 rer 
page to £100 and pr 


size 


rata 


. . r 
Nationals Saving Up 
, . , ° 
Election Newsprint 
Very few national papers ap 
pear to have taken advantage yet 
of the extra newsprint 
for the election per 
Among those which have pub 
lished some larger-than-normal 
issues are: the Evening News 
which on Tuesday had its sixth 
eight-page issuc; Daily Express 
which is sunning ecieht pages 
throughout this week Sunday 
Dispatch, with one extra ten 
page ind News Chronicle 
with five eight-page up to 
yesterday (Wednesday 
Other popular dailies 
not yet 
disclose plans 


allocated 


rod 


issuc 


msucs 


and Sun 


days are prepared to 


Each copy of LONDON OPINION, 


passing from hand to hand, 


spreads its good humour among an ever-widening 
circle of readers — to the benefit of many 

regular advertisers who have discovered 

that happy people spend most. 
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ADVERTISER'S WEEKLY 


Government “Breach | 


of Contracts” 


NEWSPRINT SUPPLY CO, CONDEMNS 
BAN ON CANADIAN IMPORTS 


Following the brief announce- 
ment published in our last issue, 
the Newsprint Supply Company 
has issued the following state- 
ment: 


“After many months of delay 
and uncertainty the President of 
the Board of Trade has informed 
the Newsprint Supply Compan: 
that no dollars can be made avail- 
able for the purchase of Canadian 
newsprint in the first six months 
of 1950. He adds that no final 
decision has yet been taken about 
the second half of the year, bu 
unless there is some substantial 
change in the dollar situation the 
Government will be compelled to 
continue the same policy 


“This decision is one of the 
results of the latest review of the 
dollar import programme. It is 
far more drastic than had been 
expected or seems necessary 
Other imports, including imports 
of woodpulp for maxing news 
print in this country, have been 
scaled down; newsprint is to be 
cut out altogether 

The directors of the News 
print Supply Company, repre 
senting the whole of the news 
paper Press of this country, are 
fully conscious of the difficulties 
arising from the dollar shortage 
Nevertheless they greatly regret 
that some means could not have 
been found to maintain at least 
token shipments under their long 
term contracts with the Canadian 
mills These contracts were 
entered into in 1946 after full 
discussion with the Government 
and there was an express written 
undertaking by the Government 
that the necessary import licences 
and dollars would be made avai! 
ible 


Threat To Security 
Of Press 


In 1947 when the Amer 


can 
loan ran out shipments under 
these contracts were cut down 
but the Canadian suppliers 


derstand 


ind entered 


showed the ercatest ur 
ing of our difficulties 


into new agreements for reduced 
shipments which were carried out 
im 1948 and 1949 

Once again in. the enewed 
dollar crisis our Canadian friends 
have shown complete understand 
ne and readiness t issist us 
They have been willing to agrec 
that shipments should again be 
cut so long as token mmoports were 
maintained to keey contracts in 
being The Newsp Supply 


itself urged the 
preserve such 


Company has 
Government to 


token shipments, which would 

cost very little in dollars, but its 

arguments have been rejected 
The Canadian newsprint con 


tracts represent an indispensable 


lifeline of supply for the British 
Press. The only other important 
source is Scandinavia. Finland 


Sweden and Norway supply news 
print to this country; they also 
supply practically the whole of 


the raw material on which the 
British mills depend for ther 
production. This source of sup 
ply was completely cut off in 
1940 and could be cut off again 
The Government's decision to 
refuse even token imports from 
Canada is therefore not only a 


breach of contract, and not onl, 
a grievous injury to friends who 
have helped us so generously 
through the war and since, but 
threat to the security of 
the free Press in this country 
The directors of the News 
print Supply Company wish to 
nake it clear that, while they 
have been willing to do every 
thing possible to meet present 
difficulties, they cannot approve 
this total breach of contracts in 
which they consider that the 
credit of this country is involved 
and which are of such great im- 
portance to the Press and the 
public This is a decision for 
which the British Government is 
solely responsible and whffch has 
been made against the unanimous 
protest of the British Press.” 


also a 


. - 
“Hendon Times” 75th 
. 

Anniversary 

The Hendon and Finchley 

Times newspaper series celebrates 

its 75th anniversary this week 

the first issue having aneared at 
the end of January, 1875 

The proprietors, the family of 

Warden & Co., Ltd. are mark 

ing the occasion with a special 


issue Containing two extra pages, 


ind a dinner and theatre party 
for the whole staff, numbering 
nearly one hundred 

The paper, originally circulat 


ing in a series of scattered ham 


lets, with a population of 8,000 
now serves a Hendon population 
of over 160.000 and also extends 
$ area into Finchley, Wembley 
Fdeware, Harrow and Elstree 
districts 

The late Mr. J. H. Warden 
was editor & rd propr ctor for 
over 40 vears, until 1920. His 
son, Mr. J. H. B. Warden, is now 


managing director 
son. Mr. W \ 
secretary 

The firm is noted for the long 
service of its emplovees 


ind his grand 
Warden, is 
of the comnany 


To our friends 
the 


OVERSEAS 
PRESS 


From 
= Hercules 


"Urls Largest 
Cycle Cutput 


Fhe emest Fue ryele Batt today 


x Pe Re ot ne ene ek mete 


This advertisement, inserted by 
the Hercules Cycle Co 


in four 


appeared 


Birmingham newspapers 


last week, when 45 membx of 

the Foreign Press Association 

visited Birmingham and the Mid 
lands 


Pl Advertis 
an to Advertise 
. . 
Advertising 

Two members have replied to 
an otter, made in the January 
issue Of Talking Poirts, by the 
Advertising Development Com- 
mittee of the Newspaper Society, 
to provide stereos at cost price 
in a plan to advertise advertising 

The committee offered to draw 
up a series of advertisements on 
these lines, if the demand was 
sufficient The Newspaper 


Society has not yet taken any 
further steps 
One newspaper proprietor 


wrote offering to take the stereos, 
but said that he was not short 
of bookings—he merely intended 
to use the stereos if he had a 
vacaney 


NEW “MAIL” SPACE 

On January 30 the Daily Mail 
is to introduce a new 13 in. x 
5 space. It will be a 
solus on the bottom right of page 
three 


columns 


° 9 ° 
“Mirror” Strip Space 

The new 34 in. strip space in 
the Daily Mirror was used for 
the second time by the Sanfor- 
ized Service on Monday. Agents 
ire Young & Rubicam Ltd 


January: 26, 1950 


LATEST SALES 
FIGURES 


A number of national papers 
have now disclosed, as follows, 
their circulation position as com- 
pared with a year ago 

News of the World average for 
last six months 1949, 8,428,113: 
figure for month of December 
1948. 7,844.166 

The People, \ast six months 
1949, 4,976,645; last six months, 
1948, 4,632.07! Daily Herald 
last six months 1949. 2,087,963: 
first six months 1949, 2,072,077 

Daily Express, December 1949, 
4,053,369; December 1948 
3,923,592 Evening Standard, 
December 1949, 827,995: Decem- 
ber 1948, 772,454 Sunday 
Express announced last issue that 
it had reached its record figure of 
more than 2,800,000, and gave its 


average sales during 1949 as 
January 2,711,260, February 
2,730,089, March 2,718,558, 
April 2,740,733, May 2,751,015, 
June 2,760,153, July 2,761,810, 
August 2,744,459, September 
2,737,161 October 2.716.095, 
November 2,725,806, December 
2.723.735 

Daily Mail, \ast six months 


1949, 2,215,003; December 1948, 
2,123,221 Evening News, aver- 
age for whole of 1949, 1,717,164; 


December 1948, 1.646.886. Sun- 
day Dispatch, last six months 
1949, 2,307,644; December 1948, 
2,120,715 

Daily Mirror, now more than 
4,500,000; end of 1948, 
3,700,000. Sunday Pictorial, now 


4,700,000, end of 1948, 4,000,000, 


At-a-Glance Data 
Of U.S. Market 


Up-to-date marketing and 
media data valuable to British 
manufacturers contemplating 
selling campaigns in the U.S 
are provided in a quick reference 
book of facts prepared by the 
central research department at 


the New York office of McCann, 
Erickson Advertising Ltd 

There are seven sections, giv- 
ing data relating to population, 
family characteristics, distribu- 
tion, printed media, radio and 
research services, and a directory 

Each section flagged for easy 
reference, contains a wealth of 
information statistics, tabulated 
in the most readable form 

Information is kept up to the 
minute by a service which for- 
wards replacement sheets as they 
are printed with the latest data. 


LARGE SPACES USED IN LONDON PAPERS | 


The following large spaces were used in national dailies and London 
evenings during the week ending January 24 


Dare PAPER ADVERTISER AGENT SPACE 
0.1.50! Daily Express | Gordon-Moore | Sells Ltd Leica (colour) 
Toothpaste 
20.1.50| Daily Herald i i-page 
0.1.50 | Fvenine Paramount Greenly’s }-page 
S‘andard Pictures 
24.1.50 Daily Express Bantam Coffee |R. F. White 4-page 


4 PC 132 | | 
4 i a | 
. es | 

| a 
| — 
— ie ee ; 
EE ee | 
ee ee |= 
-: — a ee = 


January 26, 1950 


The “ Mirror” Breaks New Ground With 


Industrial Relations 
Display Ad, 
HAWKER SIDDELEY STORY FOR 
EMPLOYEES, SHAREHOLDERS, PUBLIC 


An industrial and public re- 
ations advertisement for the 
Hawker Siddeley Group, that 
appeared on Monday in the 
Daily Mirror, is claimed by that 
newspaper to be the first of its 
kind in a popular national daily. 


At the suggestion of the Daily 
Mirror, which also contributed 
ideas on presentation and copy, 
the Hawker Siddeley Group de- 
cided to tell in this advertisement 
(reproduced here) the story of the 
financial position and the year's 
activities of its companies. 


In contrast to the traditional 
company statements in newspaper 
financial columns, the story 1s 
in simple, non-technical language. 
and the copy is illustrated oy 
sketches high-lighting and under- 
lining the main points. It is 


* 
Lighting Rules 
o“e ‘ 
Revision ? 

The Minister of Fuel and 
Power, Mr. Hugh Gaitskell, is 
considering a revision of the 
regulations referring to the use of 
electricity for display lighting 
and advertisement. A statement 
is expected shortly. 


To Stand: For 


Parliament 


Prospective Liberal candidates 
in the general election include 
S. W. Alexander, editor. City 
Press (North Ilford); James 
Lawrie, 
editor, Che 
mical Pro 
ducts and 
C hemical 
News (Bel- 
per, Derby); 
Peter Ste- 
vens, public 
r clations 
officer, Asso- 
ciated Light 
Metal Indus- 
tries Group 
of Compa- 
nies (Hemel 
Hempstead) 

Mr. Ste- 
vens has worked on the Morning 
Post, and with Temple Press, and 
has been publicity manager, High 
Duty Alloys Ltd. and associated 
companies. After the war he 
was appointed P.R.O. to the 
Aimin group in the aluminium 
industry. 


Peter Stevens 


headed “£40,000,000 plus,” set 
in Grotesque, with a sub-heading 
in italics “and here’s what hap- 
pened to it,” and it goes on to 
explain just that. 

Facts show that for every 
pound, 8s. 64d. goes on raw 
materials, 6s. 43d. on wages. 
3s. 4d. on overheads and socisl 
services to employees, 74d. for 
reserve and future development, 
ls. 34d. to the Government ia 
taxes and 1}d. to the 26,000 folk 
who have shares in the Groun. 

Hawker Siddeley felt that the 
mass circulation of the Daily 
Mirror would enable them to get 
the facts over to the 37,000 en- 
ployees in their own company, 
their shareholders from all walks 
of life, and the general public at 
the same time. 


(See Leading Article, page 128) 
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£40,000,000 plus- 


and here's what happened to it... 


tame 
id the money ce? Thee 
* on af thee '* 


NOT YET TIME 


The Newsprint Supply Com- 
pany, in a statement issued this 
week, defines its attitude to the 
continuance of arrangements for 
the pooling and rationing of sup- 
plies After an_ introductory 
paragraph, the statement con- 
tinues: 

“Government purchases and 
re-issue of raw materials for the 
British newsprint mills end on 
March 31, and thereafter further 
relaxations in the legal system 
of control are to be expected, 
though the Government's ulti- 
mate intentions have not yet 


been made known. Whatever 
they may be, it is felt that 
machinery for the equitable 


distribution of newsprint should 
be retained so long as demand 
exceeds supply 

“The Newsprint Supply Com- 
pany took steps years ago to pro- 
vide for the situation that now 
seems to be arising. The leading 
newspaper publishers are bound 
by a formal undertaking to trans- 


CREATIVE CIRCLE 
MEMBERS 


Recently elected to member- 
ship of the Creative Circle are 
Messrs. L. Abbatt, C. D. Notley 
Advertising Ltd.; W. C. Crossley, 
G. S. Royds Ltd; E. Hobbs, 
S. H. Benson Ltd.; R. J. Jenkins, 
C. D. Notley Advertising Ltd; 
J. P. McNulty. J. P. McNulty & 
Co., Ltd.; J. Tait, John Tait & 
Partners Co., Ltd. 


ADVERTISER'S WEEKLY 


IRISH P.R.O.’s 
MAY ORGANISE 


Leading public relations officers 
in Ireland have begun discussing 
a proposal to organise the pro- 
fession, establish standards of 
conduct and training, and to 
raise the status of the profession 
in that country Too many 
people are calling themselves 
P.R.O.s without appreciating the 
meaning of the term, it is felt, 
and some form of training shou!d 
be introduced 

Dublin High School of Com 
merce, which runs advertising 
courses approved by the Irish 
Association of Advertising 
Agencies, may be asked to intro 
duce a course in public relations 
It has also been suggested that a 
diploma course in one of ‘ae 
University colleges would be 
more suitable 


Co-op. Display School 

The Co-operative Union is to 
hold its first national school for 
display men in April, when 30 
Co-operative employees will 
attend a six-day course of lectures 
and practical exercises. The sug- 
gestion for the school came from 
the Co-operative Publicity Man- 
agers’ Associution, which is being 
consulted on the planning of lec- 
tures. 


TO REMOVE NEWSPRINT CONTROLS 


fer all newsprint they may acquire 
to the common pool so long as 
control continues, and the period 
of control can be ended only by 
a vote of three-fourths of the 
directO@rs of the Company declar- 
ing it to be no longer necessary 
in the interests of the industry as 
a whole 

“Newspapers throughout the 
country may feel complete con- 
fidence that no such vote will be 


forthcoming until there is general 
agreement that supplies are sufli- 
cient to make it safe to remove 
the controls 

“That time is not yet. It is 
therefore the intention of the 
Board, whether or not present 
Government regulations are with- 
drawn,“o maintain appropriate 
machinery to safeguard the pria- 
ciple of fair distribution so long 
as that may be necessary.” 


Hambro Consultant On Trends 
In U.S. Colour and Design ® 


American products are not re- 
designed each year, irrespective 
of their merit, said Mr. R. Heller, 
recently appointed design con- 
sultant to the Hambro House of 
Design in New York, when he 
addressed a meeting in London 
last Thursday, organised by the 
institute of Export and the Coun 
cil of Industrial Design 

The colour of many products 
is changed seasonally or “at 
whim,” he added, for most goods 
except refrigerators Colour 
trends are usually set by maga- 
zines and trade journals, which 
the majority of manufacturers 
follow 

Mr. Heller was just completing 
a fortnight’s tour of Britain in 
which he had been examining the 
design of British goods which the 
Hambro organisation were to sell 
in America. 


Mr. Heller was accompanied 
by Mr. Patrick Dolan, Hambro 
marketing consultant. 


Indian A.B.C. Has 
Over 100 Members 


There are now more than 100 
members of the Indian Audit 
Bureau of Circulations, which 
has been in existence only a few 
months. Certificates or 43 

apers, for the first half of 1949, 

ave been issued 

Membership includes  cight 
Ceylon journals, 48 dailies, 23 
weeklies, eight magazines, eight 
advertising agents and 15 adver- 
users. 

Mr. A. E. L. Mash has opened 
a public relations consultancy, 

E. L. Mash & Associates, at 
41 St. James's Place, $.W.1. 
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Resorts P.R.O.s Discuss Film And Rail 
Publicity Plans 


CO-OPERATIVE ‘IDEAL HOME’ SECTION? 


Sugu ‘ions for a “Holiday 
in England”* film, for the dis- 
tribuuion of holiday resorts 
literature by British Railways, 
and for a co-op.rative holidays 
secuioa at tae Vany Mail weal 
Home ¢xnioi.oa were raised at 
the annual mec.ing of the Asso- 
ciation of healta and Fleasure 
Resors, heid at Bonnington 
Hotel, London, on Wednesday 
of last week. 

The film project was referred 
to in a report trom the Associa- 
tion of Resort Publicity Ontlicers, 
waich said that a fim com_any 
had stipulated that a minimum of 
five resorts should each contri- 
bute £1,250 to proauce a film 
lasting tw.nly minutes. It was 
understood tnat the Ministry of 
Transport and the Travel Asso- 
ciation were considering the pro- 
duction of a film; and the report 
recommended that no action 
should be taken until the decision 
of these two bodi.s was known. 

On the distribution of resorts 
literature by the railways, the 
Publicity O.ficers reported that 
in the London North Eas‘ern 
Region distribution _ facilities 
were offered in r.turo for a free 
page advertisement in the resort's 
official guide. If these facilities 
were forthcoming in other regions 
resorts should take advantage of 
them. 

The chairman, Alderman G. 
Pindar (Scarborough), referred to 
the agreement between the As- 
sociation and the local authorities 
committee of the Traved Associa- 
tion on financial contributions 
to the T.A, It had been approved 
that the basis for general publi- 
city in the Travel Association's 
news bulletins and handbooks 
should be the equivalent of 1/32 
of a penny rate, and that resorts 
paying the equivalent of 4 of 
a penny rate or more should 
receive the additional publicity 
specified in the Travel Associa- 
tion's published memorandum. 

“Our Association, however, 
stil} adheres to their view that 
the advertising of Great Britain 
abroad is primarily the function 
and liability of the Government,” 
commented Ald. Pindar. 


= ‘Dollar Market | 
News Letter” 


A message from Sir Cecil 
Weir, chairman of the Dollar 
Exports Board, a>rpears on the 
front page of the first issue, whicn 
appeared this week, of Thy 
Dollar Market News Letter. pub 
lished by F. C. Millington, who 
is to produce The Dollar Market 
for circulation in America, in the 
autums. The News Letter, which 
carries no advertising, includes 
artcles written in America for 
the benefit of British exporters 
Subscription is £5 a year. 


Other points made by the 
chairman were: 

The list of guides approved for 
advertising was proving of con- 
sid rable value to publicity 
o‘ficers. 

As a result of complaints that 
members were prohibited from 
advertising in volumes of the 
British Railways Holiday Guide, 
except that dealing with the area 
of the resort, the Railway 
Ex:cutive was approached and 
the restriction removed. 


Mr. and Mrs. Hugo Vogel photo- 
graphed on holiday at Jamaica, 


last month. Hugo Vogel is man- 
aging director, Grant AdPertising 
Lid. 


Yorkshire LS.B.A, 


Discussion Meeting 


Subjects for discussion at the 
next meeting of the 1.S.B.A. 
Yorkshire Section, on January 
30, include: “Advertising in the 
Shipping Industry,” “Advertising 
to the Farmer,” “ Ca‘endars, 
Diaries, Christmas Cards and 
Advertising Novelties” and 
“Works Relations.” 


N.T.P. Journals Run 
Window Contests 
The National Trade Press Ltd. 

are offering £500 in cash prizes 

and diplomas to retailers in a 

nation-wide window display com- 

petition during the first five 
months of this year. 

The competition embraces five 
main types of shops, and is beiay 
conducted rescectively oy 
Fashions & Fabrics, Style for 
Men, Furnishing, Footwear, and 
Watchmaker, Jeweller & Silver- 
smith. Each journal is offering 
£50, £25 and £15, and numerous 


diplomas. Details will appear in 
the February issues of these 
journals. 


Retailers are being urged to 
link their displays more closely 
with advertising campaigns, and 
manufacturers and wholesalers 
are being urged to keep retailers 
fully advised concerning the ad 
vertising of their branded lines 


BENN BROS. DIVIDEND 

The directors of Benn Brothers 
Ltd. have declared dividends, 
less tax, of 3 per cent on pref- 
erence shares, and 5 per cent on 
ordinary shares, for the half-year 
ended December 31, 1949. 


The Laundry, Dry Cleaning 
and Allied Trades Exhibition, at 
Olympia from September 28 to 
October 7, is promoted by the 
Society of Laundry Engineers 
and Allied Trades. 
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Gable - End Site 
Banned 


The ban im-cosed by Salford 
Corporation on gable-end poster 
advertising has been upheld for 
the second time by the Ministry 
of Town and Country Planning. 

The Ministry have rejected an 
appeal by Arthur Maiden Litd., 
against a Corporation ban on a 
gable-end advertisement in Marl- 
borough Road, Broughton. 

“Although the house is used 
partly as a shop it retains the 
appearance of residential pro- 
perty.” states the Ministry. 

“The display of an advertise 
ment would not be in keeping 
with the general character of the 
locality.” 


Outside Bus Ads. 
At Manchester 


Whether or not to advertise 
on the outside of its buses is to 
be debated by Manchester City 
Council next Wednesday. 

The Council has already re- 
jected the proposal once, but the 
question is being raised again as 
the result of a resolution passed 
by the Transport Committee 
Outside bus advertising is esti- 
mated to bring in £30,000 a year, 
and the transport department is 
faced with a pro bable deficit by 
March 1951 of £316,000 

Some councillors say such 
advertising would . ruin the 
appearance of the bifses. 


Lincoln Electric Co., Ltd., and 
Monsanto Chemicals Litd., have 
been elected members of the 
Incorporated Society of British 
Advertisers. 


B.F.M.P. Aim To Keep Costs And 


Prices Down, Raise Production 


The council of the Britisn 
Federation of Master Printers 
has adopted as Federation policy 
that its aim as an industry must 
be to avoid as far as possible 
any general increase in costs anJ 
prices, and that every effort mu,t 
be made in co-operation with the 
employees to increase production 
with a view to achieving actual 


14 PAPERS BACK SEWING CONTEST 


Fourteen provincial and local 
newspapers are co-operating with 
the National Needle Arts Bureau 
in running a National Sewing 
Contest, which will support 
National Sewing Week, being 
held from February 18-25. 


National Sewing Week com- 
prises a series of regional window 
display competitions designed to 
promote the sale of sewing 
materials through their local 
newspapers. Members of the pub- 
lic are being invited to enter 3 
sewing competition, arranged in 
six Glasses, at the end of which 
finalists will be invited to Lon 
don, with the fashion editors of 


their local newspapers, for a 
three-day holiday during which 
prizes will be presented 
Newspapers which are sponsor- 
ing regional competitions are: 
A herdeen Bon Accord and 
Northern Pictorial, Belfast Tele- 
graph, Bristol Evening Post, 
Cardiff and Suburban News 
Chronicle & Echo (Northampton), 
Eastern Evening News (Norwich), 
Edinburgh Evening News, Evening 
Ciizen (Glasgow), Evening 
Express (Liverpool), Jlustrare 1 
Leicester Chronicle, Kent Mes 
senger (Maidstone), Lancashire 
Evening Post (Preston), The Not- 
tingham Guardian and The York- 
shire Evening News (Leeds). 


reduction in costs in the future 

Mr. C. E. Pitman, president, 
reporting on a meeting between 
Federation representatives and 
the Board of Trade, at which the 
possibilities of increasing print- 
ing production for the North 
American murket were discussed, 
states that the Federation repre- 
Sentatives pointed out that al- 
though American publishers were 
evidently willing to place more 
printing orders in this country, 
prevailing shortages of labour 
and plant made it difficult to 
accept them. 


Morris Take Over 
Surveyor’s Journal 
John Morris Publicity Ltd., 
Streatham, have taken over: pro- 
duction of the bi-monthly journal 
of the Association of Rural 
District Surveyors, from the April 
issue, They are also publishing 
the y ar book of the Institute of 
Municipal Engineers, and the 
year books for the London, 
South Wales and Yorkshire 
regions of the Federation of 
Master Builders. All these pub- 


lications carry advertisements. 
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The North Wales Club 


Is Inaugurated 


ARNOLD E. JONES, ITS FOUNDER, IS 
ELECTED FIRST CHAIRMAN 


The initiative of Mr. Arnold 
E. Jones, Colwyn Bay advertis- 
ing agent, bore fruit when the 
Publicity Club of North Wales 
was ollicially inaugurated by Mr. 
Arthur Chadwick at Pwilycrochan 
Hotel, Colwyn Bay, on Monday 
of last w.ek. 

Mr. Jones's determination to 
promote an advertising club in 
North Wales dates irom the 
Clubs Conference at Harrogate, 
and he received valuable assist- 
ance from Mr. F. A. Bottom, 
publicity manager, Rhyl, and Mr. 
F. W. J.fkins, publicity manager, 
Llandudno. 

At the inaugural dinner and 
meeting, the Mayors of Colwyn 
Bay and Conway wished the club 
good luck. 

Mr. Chadwick, who presided, 
believed that the Club would 
provide a vital outpost of adver- 
tising in North Wales. Advertis- 
ing and selling must be link.d up, 
he urged; the North Wales resorts 
would not be where they were 
to-day but for advertising. 

After Mr. Edward Stuart, 
chairman, Liverpool and District 
Publicity Association, and Mr. 
Wilde, also of Liverpool, had 
described the establishment of their 
club, Mr. E. Jones, chairman of the 
formation committee and direc- 
tor, Good Publicity Ltd., Colwyn 
Bay, gave a resumé of the forma- 
tive work done. He said the 
Club could provide vigilance 
against the guide book racket, 
and d.clared that the creative 
genius of the Welsh made the 
Club an ideal training ground for 
advertising. To gain membership 
covering so wide an area a club 
bulletin should be produced. 

Monthly meetings were agr.ed 
upon, and it was resolved to 
make the annua! subscription one 
guinea. 


Ojficers elected were: chair- 


WOMEN’S AD. CLUB 
FETES OLD PEOPLE 


At the annual Old People's 
Party held by the Women's AJ- 
vertising Club of London at the 
Af ot Tottenham Court 
Road, the forty guests were 
mostly old ag: pens.oners from 
Holborn and Marylebone, the 
youngest being 65, the oldest 91. 

Each guest received a gift and 
a parcel of food on departure, 
and a large iced slab cake was 
sent to the Chelsea Pensioners 
Entertainers. who gave their ser- 
vices, were Miss Margaret Minot 
(Gossard Ltd.) and Miss Sybil 
Stanford; Miss Gladys Gellie 
(Paton's Advertising Service, 
Melbourne), pianist; The Curzons 
(Mr. and Mrs. Bob Newman) and 
Eric D. Morley, who compéred 
the show. 


man, Mr. Jones; hon. secretary, 
Mr. J.fkins; hon. treasurer, Mr. 
Percival Jones (director, Good 
Publicity), Council members are: 
Mrs. Eva Hart (proprictor, 
Colwyn Bay Review), and Messrs. 
F A. Bottom, J. G. Berry (sales 
manager, Red Garages, Lian- 
dudno), Hugh Owen (managing 
director, Llandudno Advertiser), 
Price Pritchard (secretary, Pen- 
maenmawr TAA)‘ Norman 
Stewart (N. Wales Press Agency, 
Prestatyn), G. S. Holmes (process 
engraver, R. E. Jones & Bros. 
Ltd., Conway), W. G. Williams 
(editor, Caernarvon Herald), R. 
Sheppard Holway (editor, Wrex- 
ham Leader). 

Thirty-six signed membership 
forms were accepted, including one 
from the Mayor of Colwyn Bay. 
Now a drive will begin for a 
minimum target of 100 members. 


“Question Quiz” 
At Birmingham 


Mr. W.G. Anoleyard conducted 
a “Question Quiz” at the Janu- 
ary luncheon of the Birmingham 
Publicity Axsociation, when 
Messrs. Binns, Abbott, Postleth- 
waite, Martin and Rule discussed 
questions chosen from a hat. 


The Publicity Club of Ports- 
mouth and Southsea heard an 
address last week on “Public 
Relations in Advertising,” from 
Mr. L. Desbrow, editor, Adver- 
tising and tid Review. 
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Officers and council members of the Publicity Club of North Wales: 


Left to right—Percival Jones, 
Stewart, Edward Stuart, 


freasurer; 
chairman, Liverpool Publicity Association; 


A. Bottom, Norman 


Price Pritchard, Arthur Chadwick (representing the Advertising Asso- 


ciation); Mrs. Eva Hart, 


Hugh Owen, 


Arnold E. Jones, 
F. W. Jefkins, 


chairman; J. G. Berry, 
secretary; G. S. Holmes. 


Birmingham Describes Objectives 


Birmingham  Publicit 
ciation has published a om 
designed to give information to 
present and prospective members. 
The aims and objects of the 
association are shown, with a list 
of the committees and their 
duties, rules and qualifications 
for membership, and notes 
regarding meetings. 

In a fold at the back is a list 
of officers and space is provided 
for a form of application for 
membership. 

The folder is carried in a four- 
pag: cover, tastefully printed in 
blue and black. 

The complete brochure was 
presented by various companies 


Premises For Dublin 


The Irish Advertising-Press 
Club is calling a conference of 
organisations connected with pub- 
licity and journalism in Dublia 
to consider the establishment of 
club premises for the advertising 
and kindred oye 


* Advertisers Run Most Risks” 


Nowadays, where pitfalls are 
laid for the unwary. it is gener- 
ally the advertisers and net the 
buying public who have to be on 
their guard, said Mr. L. H. S. 
Chevallier, general  secre‘ary, 
Incorporated Society of British 
Advertisers, when he addressed 
the Berks and Bucks Publicity 
Club last Thursday on “Vigilance 
in Advertising.” 

“Durirg the past fifty years.” he 
said, “there has been a concerted 
move to enhance the status of 
advertising and to safeguard the 
buying public from explcita:i n. 
Legal enactments, coupled with 
codes of standards and control 
measures introduced by média 
owners, advertising and trade 
associations, have brought adver- 
tising out of the era of ‘suspect,’ 
into one aoproaching respect.” 
Mr. Chevallier gave examoies of 
projects. ranging over. different 
forms of publicity. the promoters 
of which were solely concerned 
to line their pockets at the adver- 
tisers’ expense. 

Mr. P. J. Halsey, sales mana- 


ger, Aspro Ltd., and chairman of 
the Club, paid a warm tribute to 
the invaluable work that was 
being done by the 1.S.B.A. vigi- 
lance department in protecting 
the interests of its member firms. 


How Type Faces 
Are Designed 


Early type cutters, such as 
Caslon and Bodoni. did not set 
out to produce a “Caslon™ or 
“Bodoni” face; they merely tried 
to reproduce a gocd face as 
effectively as ssible. and then 
distinctive styles emerged, said 
Mrs. Beatrice Warde. publicity 
manager, Monotype Corporation, 
when she addressed the Publi- 
city Club of London on Monday, 
on ="Designing a Tyoe Face.” 

Modern type faces, however, 
were not so designed in the sense 
of being drawn. as reasoned out 
for a particular purpose. The 
new Times Roman. made by 
Monotype. had been hailed in 
America as the perfect func- 
tional type. 


with members in the association. 
Tom C. Gough Advertising were 
responsible for the layout and 
art work; V. Siviter Smith & Co. 
Ltd. made the blocks, and the 
printing was carried through by 
the Olton Printing Co. Ltd. 


Oxford Hears About 


Transfers 


“There is nothing new in 
transfers, but with paint as the 
medium much greater brilliance 
and durability are secured,” said 
Mr. F. W. Burgess, managing 
director, Trapinex Ltd., when he 
talked about the making and ap- 
plication of Trapinex transfers 
to the Advertising Club of 
Oxford, on Wednesday of last 
week. 

The first paint transfer was 
produced several years before the 
last war, he said, but it was not 
until their first big war contract 
to produce identification signs 
for the Allied war vehicles in the 
N. African campaign, that pro- 
duction b. gan in earnest. 

Transfers could be fixed on to 
almost any type of surface in- 
cluding glass, plastics, metal and 
fabric. 


ALDWYCH CLUB 
GALA 


There are still a few tickets 
available for the Aldwych Club 
Gala, to be held at the Savoy 
Hotel on February 3. An atirac- 
tive programme will include a 
first-rate floor show. and the 
guests will include Polly Ward, 
the actress, who is the wife of 
Mr. Rooert Freeman, the adver- 
tising agent, Ben Lyon, and Bebe 
Daniels. 


Mr. Alan Whitworth, director 
of the Incorporated Society of 
British Advertisers, is to address 
the Publicity Club of Portsmouth 
and Southsea on February 6 on 
“Watching the Interests of Ad- 
vertisers.” 


MORE CLUB NEWS ON 
PAGE 1% 
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ADVERTISER'S WEEKLY 
CLUB NEWS 


(Continued from page 135) 


Andrew Milne At 
Leicester 


The most important function 
of the trade Press was to inform, 
maintain and protect the retailer, 
said Mr. Andrew Milne, director 
and general manager, The 
Drapers Record, when he 
addressed the Publicity Club of 
Leicester last Friday on the trade 
Press. 

A strong trade Press was one 
of the retailer's best allies when 
jit came to dealing with Board of 
Trade regulations. There had 
been several cases where pres- 
sure had been brought to bear on 
overnment departments on 

half of retailers, with positive 
results. 


Joint Meeting 
At Sheffield 


“The case of the 1.S8.M.A. 
Electric Iron” is to be discussed 
to-day (Thursday) at a joint 
meeting of the Publicity Club of 
Sheffield and the Incorporated 
Sales Managers’ Association. 

At earlier meetings 1S.M.A. 
has discussed the design, market 
research, distribution, and pack- 
aging of the iron, and to-night 
Publicity Club members are to 
be asked to discuss its advertis- 
ing, having previously been told 
its retail price, details of its de- 
sign, production figures, and that 
the complete advertising alloca 
tion for two years is £30,000. 


“Should Have Had A 


Better Press” 


“I think we should have had 
a better Press” said Mr. George 
Guest, former director of educa 
tion in Leeds, addressing Leeds 
Publicity Club last week. “It 
would be interesting to compare 
the number of inches devoted to 
the case of the dismembered body 
in the marshes, with the number 
given to Education Week.” 


Second post-war annual dinner 
dance of the Incorporated Adver- 
tising Managers’ Association will 
be held at the Cafe Royal, Lon 
don, on Friday, February 10. 
Non-member advertising mana- 
gers who would like to attend are 
invited to apply to the general 
secretary, 141, Moorgate, E.C.2. 


OBITUARY 
L. Springfield 


Mr. Lincoln Springfield, editor 
and managing director of London 
Opinion tor 24 ycars, has died 
at Salisbury, Southern Rhodesia, 
aged 85. He was news editor of 
the Daily Mail in its first five 
years, 1896-1901. 


“TEMS 


Richard Cole 


Sidney Campion 


Stuart Willis 


Stuart Willis Retires After 50 Years With 
“ Mail” Group : Sidney Campion Promoted : 
W. L. Andrews To “ Yorkshire Post” Board: 
John Wilson Goya’s New Advertising Manager 


Stuart Willis is retiring from 
the Daily Mail this month after 
nearly half a century with Asso- 
ciated Newspapers Ltd. In 1903 
he joined War.ham Smith, and 
later moved to the Overseas 
Daily Mail, to which paper he 
was appointed advertisement 
manager in 1916. 

For the last twenty years Mr 
Willis has been on the advertise- 
ment staff of the Daily Mail, and 
has handled the Daily Mail Book 
of the Month selection 

Appointed to succeed Mr. 
Willis as Book of the Month 
organiser is Leslie P. Harrison, 
who will, in addition, continue 
to handle the Continental Daily 
Mail Literary Supplements 

° + * 


R. W. J. Bartlett, for four years 


editor of Fashions and Fabrics, 


ham, manu- 
facturers of 
Viyella, as 
advertising 
manager, on 
February 1. 
Mr. Bartlett 
was feature 
editor, 


D rapers a 
Record, A 
1934-36, and 


editor, Men's 
- . 


$ od 


Wea R. W. J. Bartlett 
1936-39, 
* * * 


Anthony J. T. Kloman has 
been appointed resident American 
representative in London for the 
Hambro House of Design in New 
York, which is a subsidiary of the 
Hambro Trading Company of 
America. He will be responsible 
for preliminary screening of new 

roducts which British manu- 
acturers wish to sell through 
Hambro in the States. 


Kenneth Underwood has been 
appointed advertising manager, 
Dodge Brothers (Britain) Ltd. and 
Chrysler Motors Ltd. 

Before joining this organisa- 
tion in 1946 he was personal 
assistant to the advertising man- 
ager of Commer Cars Ltd. and 
Karrier Motors Ltd.. and was 
earlier in the publicity depart- 
ment of A.E.C. Ltd. 

* * 


G. F. P. Healey has been ap- 
pointed advertisement manager 
of Women's Wear and Fabrics 
Guide. He was for a number of 
years assistant advertis.ment 
manager of The Spectator, and 
until the war was advertisement 
manager of the Catholic Herald. 
Mr. Healey joined Women's 
Wear News in 1945. 

* * . 

Sidney R. Campion, who joined 
the G.P.O. as Press Officer in 
1940, and has been in charge of 
Press and broadcasting arrange- 
ments for ten years, has beea 
promoted principal information 
officer. His is one of the first 
appointments under the new 
policy of making Press and infor- 
mation officers permanent civil 
servants 

* * 

After 26 years as managing 
director and chairman of the 
Emu Wine Co., Lid. T. Harry 
Bull is to retire next month from 
the boards of the company and 
its subsidiaries. He remains on 
the board of the parent com- 
pany, Chaplin Holdings Ltd. 

* * * 


Edward J. Davis has been ap- 
ointed managing director, Walt 
isney Mickey Mouse Ltd. 

* * * 


Tom Blower, of the advertising 
department of John Player & 
Sons at Nottingham, is being 
transferred to become _ their 
Devon and Cornwall representa- 
tive. He is a well-known long 
distance swimmer. 


January 26, 1950 


° Andrews, editor, The 
Yorkshire Post, has been a)>- 
pointed a director of the York- 
shire Conservative Newspaper 
Co., Ltd. proprietors of Tie 
Yorkshire Post and The Yori- 
shire Evening Post, to succeed 
Commander Sir J. B. Adams, who 
is retiring on account of ill-health. 

. * * 


Norman Bower, managing 
director of Intam South Africa 
(Pty) Ltd., has arrived in London 
from the firm's headquarters in 
Durban, to interview prospective 
staff members. Mr. Bower |. aves 
again by air on Saturday. Intam 
has been established in South 
Africa just over a year, and is 
now handling a number of impor- 
tant accounts. 

* . 7” 

John Wilson, who is now 
handling the Goya account with 
Colman, Prentis & Varley Lid, 
is to join Goya (D. R. Collins 
Ltd.) on February 1. After a 
preliminary period, in the factory 
and on the road, he will become 
advertising manager on April 1 

Mrs. P. M. Campbell, now ad- 
vertising and publicity manager, 
will then concentrate entirely on 
publicity. Norma Jobson, who 
has been combining the functioas 
ot advertising manager of Peter 
Savidge (a Goya subsidiary) and 
assistant advertising manager of 
Goya, has relinquished the latter 
position. 

* . * 

Richard G. Cole has come 
from America to become general 
manager of the Gregg Publishing 
Co., Ltd., of England. He has 
been a member of. the Gregg 
staff since 1935, and his duties 
here will include the introduc- 
tion of Gregg simplified short- 
hand to the British Isles. 


J. H. Brebner In 
Ireland 


Mr. J. H. Brebner, chief pub- 
lic relations and publicity officer 
for British Transport Commis- 
sion, who has been visiting Ire- 
land, has been in consultation 
with the Northern Ireland Trans- 
port Board. At Dublin he met 
Mr. T. C. Courtney, chairman, 
Coras lompair Eireann (Trans- 
port Company of Ireland), and 
Mr. Leslie Luke, P.R.O. for the 
organisation. 

De Majo Consultant 

To Strasburger 

Mr. W. M. (“Willie”) de Majo 
has become, in addition to his 
other commitments, consulting 
designer to David Strasburger 
Ltd., manufacturers of “Regent 
Products” (dressing table acces- 
sories) 

He will design packaging and 
sales promotion material for 
home and export, with emphavis 
on merchandising promotion lor 
the dollar market, and ‘ater. pro- 
duct styling and general dsvign. 


Next meeting of the Institute 
of Public Relations will be at 
1 York Gate, N.W.1, on Febru- 
ary 1. 
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Stating The Facts 


HE Hawker Siddeley advertisement carried on Monday by 

the Daily Mirror, and reproduced elsewhere in this issue, is a 

significant example of a type of informative advertising 
common in the U.S.A., but comparatively rare here. Its appearance 
in a popular mass circulation newspaper may well portend a far- 
reaching development of the scope and purpose of advertising in 
this country. 

That it should have appeared just now, when private enterprise 
versus State ownership is once again a general election issue, may 
not be mere coincidence. The advertisement, though in no way 
political, was certainly well-timed. For such a use of advertising 
arises from the realisation by thoughtful industrialists that private 
enterprise cannot be taken for granted. It must be intelligently 
defended, not only in terms of economic theory, which the man in 
the street can seldom understand, but in factual terms simply 
stated, and related to everyday experience. Sometimes it may be 
expedient to do this by means of campaigns with a definite ob- 
jective, of which the jauntily defiant “Mr. Cube” has become the 
classic symbol; in the long term, the only effective method is to 
remove misunderstanding and counter misrepresentation by 
candid and sustained presentation of facts and figures that explain 
at a glance how private enterprise really does work 

Here is a new and vitally important function for advertising, 
and one fully consistent with its primary function of selling goods 
and services. In the first place, competitive commercial advertising 
and private enterprise are inseparable; if the latter goes, the 
former goes with it. In the second place, industry, which is the 
source of advertising, cannot produce at maximum efficiency 
unless industrial relationships are harmonious. Such harmony 
must be based on a mutual confidence that can only be created if 
employers put all their cards on the table, and convince workers 
that they are getting a fair deal. Production at maximum efficiency 
means that consumers get goods and services at the lowest possible 
price. It can thus be said that informative advertising by industry 
lubricates the complex machinery by which goods and services are 
provided, and thus establishes conditions under which advertising 
can operate most effectively as an aid to selling, and as a means by 
which the consumer is helped to exercise freedom of choice. 

Only by taking a broad view of its functions, and by full realisa- 
tion of its powers, can British advertising adapt itself, as it must, 
to the changing needs of a changing social and economic order 
It can even face with equanimity some probably inevitable re- 
strictions if it can discover new, socially useful, and at the same 
time remunerative tasks to which the sternest critic could hardly 
object. Informative advertising like the example quoted here 
commends Itself by its obvious integrity. The Daily Mirror is to 
be congratulated on inspiring an advertisement that should be 
studied as a model for future industrial public relations 
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To-morrow’s Topics 


Decision oF THE Government 
that no Canadian newsprint may 
be imported during the first six 
months of this year does not rule 

out an imecrease if 


SEVEN-PAGE ewspaper size 


during this period 
DECISION ‘There is no real 
SOON reason,” Mr. F. P. 


Bishop, genera! 
manager of the Newsprint Supply 
Co., Ltd. told us this week, 
why we should not have an in- 
crease to a seven-page basis after 
March 12.” Until then, of course, 
newspapers may use the extra 
newsprint allocated for election 
purposes. 

Tne question of an increase is 
still under negotiation with the 
Board of Trade, and an an- 
nouncement may be expected in 
good time for newspapers to 
make their plans for the period 
from March onwards. « 


~~ =—_— #3 a 


A PRIVATE mecting was held in 
London recently between a re- 
presentative of Dr. Adenauer’s 
German Government, and the 

European repre- 


E 
WHITEWASH sentative (who is 


BRUSH FOR D#sed on London). 
an American 
GERMANY? firm of public re- 


lations specialists 
who have a big reputation in the 
States The purpose of the 
meeting, we understand, was to 
investigate the possibility of a 
public relations campaign being 
organised throughout America 
on behalf of the German people. 
If this develops, it may be the 
first step in an attempt to “white- 
wash” Germany in the eyes of 
the world 
It is not often that international 
politics is linked with the busi- 
ness of publicity, although one 
cannot help remembering that 
the biggest name that history 
associates with politics and 
propaganda comes from the same 
country as Dr, Adenauer 


Opinion OF many advertising 
agents, especially those operating 
their own studios, is that one of 
the organised bodies should do 


something about 
STATUS giving status to 
FOR commercial artists 
Other professions, 
ARTISTS such as the archi- 


tects, ensure a 
constant flow of recruits by 


having a recognised examination 
guaranteed 


and a minimum 


eo — , _ 
= Wwe NET SALE IN EXCESS 
GROSVENOR GARDENS, S.W.! MONTH 


salary for junior entrants. In 
commercial art there is no such 
safeguard, and in consequence 
talented young men are all too 
often not prepared to embark on 
a career that offers to the 
majority such an uncertain 
livelihood. An assurance of 
recognised status with commen- 
surate salary on qualification 
would, it is contended, do more 
than anything to encourage 
entrants and maintain future 
standards of advertising art 


_— = 8 #8 ome 


WHEN THE February number of 
Lilliput was in preparation, last 
November, to go to Press on 
December 15, the general election 


“LILLIPUT” ~ phy number one 


morrows 


ELECTION Topic.” But no- 
ody knew when 
PRELUDE it would be held, 


except that it 
would be some time in 1950, and 
that February was a likely month. 
The editor bravely took a chance, 
and planned the contents with a 
definite but délicately humorous 
election slant. He felt, no doubt, 
that the gamble was a safe one, 
for whatever the election date 
the issue would have a topical 
flavour, And should the date 
prove to be in February, the 
number would be a real winner. 
Good fortune, of course, 
favoured the brave. Congratula- 
tions to Lilliput on a delightful 
“Election Prelude.” 


COLOUR TELEVISION on a closed 
circuit, demonstrated by Pye 
Radio at last year’s Radiolympia, 
and more recently in a tour of 
the United States, 


HUMANITY is not likely to be 
COMES made available for 

advertising pur- 
FIRST poses in this coun- 


try yet 

It may be recalled that the 
equipment had possibilities as a 
novel advertising medium for, 
say, a department store, which, 
by the use of extension receivers, 
could show in colour on counters 
and windows demonstrations 
iven in any part of the store 
The makers feel that this equip- 
ment must first perform a human- 
itarian task, and the first set may 
soon appear in a British hospital 
For the present the makers are 
not emphasising the commercial 
value of this device 
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HE Labour Party's election mani F 
festo, ‘‘Let Us Win Through I 
Together,’’ is absolutely clear about the @ mae oe 
Party's main objectives. It ranks full .. : “he? Oe 
employment and fair shares without ei é ; ‘ 
hesitation as having first claim on the . 2 . 1 a ias 
nation’s efforts. The question the public ge "am za. 
will be asked to decide at the election 18 : o —_ 
whether ar not they = that these are ‘| ‘>. 
Should the - ¥ : , 
ree 


the most important t _- Be: . ¥ = 
people's jobs and fair shares be placed ae Soe 
first. or cam anyone argue that there is GREATEST INFLUERCE ; 


gomething of even greater consequence - i" 
it is the Party's belief, and they state 4 
it with vigour, that full employment and We DAILY JOURNALISM 
fair shares are the chief reasons for 5 i ’ 
planning. Only by deliberate planning, % a 
they insist, can these two aims be he 4 = 


secured. ; 
The intention is clear. Whether or _ 


not you think the Party can do what they “a 
‘ntend is something you must decide by @® ., 
reference to the Party's record in office 
aver the first five years. 
Arguments will continue im the 
country about the means necessary for 
full employment, about whether it can 
and whether it should be put first. 
Arguments will continue about planning. 
What this document does is to give the 
country something to bite upon and 
The full manifesto is worthy 
of closest study. It should be con- 
sidered carefully and debated wherever 
eople gather. 5o also should the —_— 
st statements of the Tory and Liberal & Phe tao joo ae columen af 
oF lan, £9, 


Parties when they appear. 


discuss. 


; || ADVERTISER'S WEEKLY ag 
| ; eS | 
ee Vi a f | | 
| : : ¢ : 
= Se 3 
ast - io Fie - A 
3) ihe 80 
: _ " si | 
4 q t 
Fag 
“Th 
| (a 
i i 
, a 
i _- 
: i Be: 
t ’ 
a 
: id 
g 
1 / = 
| s 4 
; | . 
ag 
: wa 
a 
—®g 
a = of : . 
“a ry . = = wy " e Bes f ; . i Ee ad. 2 » ; 
a ae ie | . si : 4 3 J ‘ sss : o mc 


etl 


Ay he 


Ppa ete 


- 


* 


ADVERTISER'S WEEKLY 


N my career as a journalist 

I have heard many adver- 

tising men express opinions 
about the editorial conduct of 
newspapers. I have always tried 
to resist the temptation to 
retaliate with my views on ad- 
vertising matters This is be- 
cause, in my view, journalists do 
not make good advertising men, 
and I hope that I shall not be 
thought impertinent if I add that 
few advertising men have the 
makings of good journalists 

Nevertheless, I sometimes 
think it is to be regretted that 
advertising people and journalists 
do not take more interest in one 
another's crafts, for there is 
much each can learn from the 
other 

Towards the end of 1946 Mr 
Arthur Christiansen, editor of the 
Daily Express, said, in the course 
of a talk to the Women’s Adver- 
tising Club: 

“You may know that Lord 
Beaverbrook is interested in 
the advertising side of the 
business very much, not for 
what it produces by way of 
revenue, but for what it con- 
tributes to the general interest 
of the “Daily Express, “Sunday 
Express” and “Evening Stan- 
dard.” He laid it down some 
time ago that the papers should 
go more and more for advertis- 
ing with reader-value.” 

With all respect to the adver- 
tising fraternity, | consider that 
these remarks contain some 
momentous thought. 


When Ads. Fail 
To Pull 


There are many advertisements 
which state very well the case 
for a product or service-—as the 
advertiser would like it stated; 
but whether these advertisements 
interest the reader is a very dif- 
ferent matter 

lt is my belief that a large 
number of advertisements fail to 
pull because they lack reader- 
value and thus do not sufficiently 
attract attention. The seemingly 
best advertisement in the world 
is quite useless if nobody reads 
ut. And much advertisement 
copy comes within this category 

How often does one see an 
otherwise attractive layout 
ruined by a solid wedge of turgid 
copy? Indeed, one often sees 
posters on Underground escala 
tors which carry so much text 
that it is almost a physical im- 
possibility to read it 
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vertisement Should 


Tell A Story 


{ PLEA 


FOR OBJECTIVE COPY 
by 


F, J. LYONS 


Managing Director, 


Advertising, | suggest, would 
profit if advertisers would try to 
apply something like the same 
standards applied by the editor 
of a newspaper or magazine. An 
advertiser should ask himself not 
only, “Does this tell the story 
1 want to tell?” but also, “Will 
it be read by the people I want 
to reach?” 

At the time Mr. Christiansen 
gave the above-quoted talk, many 
goods were in short supply, with 
the result that many advertising 
campaigns were of a purely pres- 
tige nature Mr. Christiansen 
remarked 

“If you have a corset for sale. 
why not tell them how your 
corset is made” If you like, 
how good conditions of labour 
are, or what kind of corsets 

Marie Antoinette wore Any- 

thing of preference to that 

message. “One day you will be 
able to wear one again’.” 

There, I believe, you have the 
core of the matter. Put another 
way, Mr. Christiansen’s remarks 
might be construed as asking for 
more objectivity in advertising 

Here it may be useful to con- 
sider the essential difference be- 
tween advertising and editorial 
When a newspaper prints an 
account or an article, this is, or 
should be, objective. That is to 
say, it should be a disinterested 
account of an event, speech, or 
function seen through the cyes 
of disinterested parties the 
editor, and his reporters and 
photographers and artists 

An objective Statement is more 
forceful than a subjective one for 
a simple reason. Let us suppose 
Robinson says to you: “I am 
the greatest novelist of this gen- 
eration.” You would be entirely 
unimpressed; in fact, you would 
regard him as a fool. Because 
his statement is a subjective one 
you disregard what he says 

If, on the other hand, you read 
in the Sunday Times a statement 
to the effect that Robinson was 
the greatest novelist of this genera- 
tion, you would be impressed by 
it. Why? Because that is an 
objective statement, the reviewer 
making it is not an interested 


F. J. Lyons, Ltd. 


party, but is expressing what he 
believes to be a reasoned and 
considered judgment 

Except for fiction or features 
of a purely entertainment char- 
acter, the only editorial parts of 
the newspaper that should not be 
factual are its leading articles 
Except for this the whole news- 
paper should be objective 

Advertising, on the other hand, 
is subjective. That ‘s .o say. 


single make of cab Taxicab 
companies make a more search- 
ing study of operating costs than 
the private motorist—mileage is 
money to them, and heavy run- 
ning and repair costs reduce their 


profits. That is why four out of 
every six London cabs are 
Austins.” So far that copy com- 


rises (objective) statements of 
act. Now comes the (subjective) 
punch: “When choosing a car of 
your own, take a tip from the taxi 
man-—you'll get a longer run for 
your money... An Austin lasts 
longer—you can depend on it!” 

Here is an example of a case 
put both subjectively and objec- 
tively. An advertisement issued 
by the Industrial Life Offices 
simply said: “Say NO to Insur- 
ance Nationalisation—whatever 
name they give it!" That is a 


say NO 


to Insurance 
Nationalisation 


— whatever 
name they 
give it! 


EVERY YEAR 
BRITISH INSURANCE 
EARNS £33,000,000 
IN FOREIGN CUBRENCY- 
MOSTLY G00D HARD 
DOLLARS A 


- «+++ @Reugh to import a year's 
meat rations for 12 millien people 


Nevonamatee woud divert thee carmag m our 
EPEC: ebrand 


SAY @@ TO INSURANCE NATIONALISATION 


Left: Frankly subjective. 


Right: Puts the case objectively, 


Which is 


the more likely to impress the reader? 


it is a claim made by a firm or 
person for their own product or 
service. In this matter the adver- 
tiser is essentially an interested 
party, entirely biassed in what he 
has to say. In advertising a pro- 
duct, an advertiser tries to stress 
all its advantages and conceal its 
drawbacks, if any 

Because advertising is subjec- 
tive, however, that is no reason 
why advertisers should not strive 
to give their advertisements the 
greatest possible reader-value 

An excellent current example 
of the effective use of objectivity 
in advertising is the Austin taxi 
advertisement which states: “You 
see more Austin taxis on the 
streets of London than any other 


frankly (subjective) propagandist 
appeal, with no statement of fact 
to back it 

But an advertisement issued by 
the British Assurancé Association 
put the case (objectively) like 
this: “Every year British Insur- 
ance earns £33 million in foreign 
currency—mostly good hard dol- 
lars . . . enough to import a 
year’s meat rations for 12 million 
people. Nationalisation would 
divert these earnings to our com- 
petitors abroad.” Then the (sub- 
jective) appeal, “Say NO to In- 
surance Nationalisation.” 

I do not think there is much 
doubt as to which is the more 
effective of those two approaches. 
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The Daily Telegraph 


in 1949 carried 34,930 announcements 
of Births, Marriages and Deaths. 


This is 28% more than any other 


paper in the country. 


The newspaper in which most 
people place théir personally 
important news is the paper you 


can trust. 
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The 


HE convincing period 
piece is as difficult to 
simulate in print as in 

any other craft. On the other 

hand the merely old-fashioned 
look is fatally easy—and de- 
plorably frequent. It is, indeed, 
quite commonly achieved by 
people who have no thought of 
period in their minds, but are 
sctually trying to be bright by 
jazzing up their print 

The first essential step towards 


producing an effective period 
piece is to select a period of 
which attractive design was 


characteristic. During the latter 
part of the Victorian age, for ex- 
ample, taste was deplorable 
Clothes, houses, furniture and 
type design were all shockingly 
ugly Worse, design was con- 
fused. Go back, however, to the 
cighteenth century and you will 
find design for living was clear 
cut and distinctive 

A common mistake is to mix 
styles This, to my mind, is a 
blemish in a book published by 
eSimon, May & Co., Ltd., to cele 
brate their centenary The de 
signer seemed unable to decide 
whether he wanted the book to 
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Period Piece 
Not Be Old-Fashioned 


carry the readef backwards 
through time or whether he 
wanted to accent the present. The 
result is, | fear, a complete lack 
of character which is epitomised 
by the tithe page on which the 
title Century of Achievement is 
set in a type (or types) which re- 


PRINT REVIEW 
by 


Brian Hilton 


semble Pastonchi, the line im 
mediately below, “The Simon- 
May Story.” in Gill Light italic 
caps, and the rest of the materia! 
in four lines of Plantin at the 
rot Similar mixtures of style 
occur throughout the book, and 
the result is as if a man wore 
a beaver hat with a tuxedo and 
wellington boots 

In contrast, a booklet produced 
by Palatial Ltd.. maker of Golden 
Key furniture, is all of a piece 
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Its character is 
established with 
the first page and 
continues sturdily 
to the end. This is 
not due to adher- 
ence to one type 
face, but it is due 
to a wise muixktur 

For example, when 
a Script is required 
in combination 
with Caslon Old 
Face an old fine 
penscript, charac- 
teristic of the 
period, is used, not 


l ndherchie 


4 
-_ 


one of the modern 
slick letters. The decorative 
rules are equally well chosen. 

But let me be fair. If the 
Simon May book is not a typo- 
graphic triumph, it achicves 
magnificent quality in some of 
the photographs of lace and net 
(above). I would have been 
tempted to make even bigger 
blocks so that the detail of some 
of this beautiful work could have 
been studied more easily 

* . * 


1 wonper why the booklet. 
illustrated below, containing the 
findings and recommendations on 
pilferage by the committee set up 
by the London Chamber of Com- 
merce was produced as a quarto 
of eight pages? 

A large page is desirable when 
the material is pictorial or of such 
other quality that a large area is 
necessary for its presentation. It 
is also desirable when there are 
so Many pages that an octavo 
would be too thick The large 
page also sometimes just happens 

It must have just happened in 
this case. The contents of the 
booklet are all text, except for 
half a dozen facetious sketches 
which would have been just as 
effective as thumbnails There 
ire only cight pages, so that the 
booklet is unimpressively thin 
ind limp The cover, of art 
paper, merely has the word 

Pilferage” in an outline letter on 
: black pane! superimposed on an 
uirbrushed background An 
octavo format would have been 
thicker and firmer, and the 
gr.ater number of page openings 
would have given the designer 
in opportunity for sustaining 


interest by the use of more 
ingenious typography 
* * * 
Mentey & James Lp... of 
London, have published a series 


leaflets describing certain 
drugs of plant origin, ard intro- 
ducing a number of their speci 
fics. These leaflets are rendered 
extremely inter:sting by the re- 
production on the front covers of 
excellent colour pictures of the 
plants with which each particular 
leaflet deals. Designed by R. H 


Talmadge, these covers show not 
only the plant, but the particular 
parts of each plant from which 
the drug is derived 
* * * 

RECOGNISING that the buyer 
may not understand, or at any 
rate be able to evaluate trade 
terms, Kershaw Soho (Sales) Ltd., 
have included in their new cata 
logue of binoculars a double 
page spread of pictures showing 
the degree of magnification and 
field of view of various glasses. 
This recognition of the customer's 
desire to know not only what a 


product is but what it does is 
not often so cogently expressed 
2 + * 


THAT BRIGHT and breezy little 
monthly diary Perkins Reminder 
appears for January with an 
inset in which automobile engines 
are printed in black on a back 
ground of bright metallic green, 
just like the metallic finishes*us:d 
on modern cars, It is extremely 
lively and effective 

* * * 

Down at the factory of High 
Duty Alloys at Slough recently 
1 asked advertising manager D 
Courtney Embley about the 
photographs which are making 
his booklets so uniformly success 
ful. He told me that they were 
taken by Neil Nimmo, who spent 


‘All text and facetious sketches.” 
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talking of figures 


4 


Wa over 4,700,000 Sunday Pictorials are 


sold each week. 


The Sunday Pictorial’s space rate of «75d. per 


inch per thousand is lower than that of any 


y 
, ; other Sunday paper. 
ant . } hese were the figures that convinced J. B. Foundations 
‘¢ >" ; j that they should advertise in the Sunday Pictorial. More- 
a ie ” ; : 
4 > ; ; 


j over, a large proportion of Sunday Pictorial readers are 


1 young married women—women who are fashion-conscious 


| and have long buying years ahead of them. 
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NORTHCLIFFE 
NEWSPAPERS GROUP 


will help you! 


R. H. PENNEY, Advertisement Director, NORTHCLIFFE NEWSPAPERS 


GROUP LTD., Carmelite House, London, E.C.4. Telephone CEN. 6000 
We rater our hats to Men's Hat Promotion Limited 
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cight weeks at the company’s 
various factories. The fee was a 
very high One, but as the com- 
pany now has enough first class 
factory photographs to last for 
three years the money appears to 
have been well spent. With such 
photographs the layout man’s job 
is straightforward—though no- 
body knows better than I how 
difficult those beautiful, simple 
layouts can be 

Apropos the use of photo- 
graphs, I got into an argument 
a week or two ago with a designer 


| who felt that money had been 


| borders 


wasted in a publication at which 
we were looking because black 
and white photographs were sur- 
rounded by pale buff bleed-off 
1 disagreed. 1 believe 


| that the treatment is sound be- 


cause the breaking down of the 
white areas of the page cither 
with close-set type or with 
neutral colour surrounds helps 
the photographs by giving full 
value to the high limits, which 


| do not have to compete with 


shining white borders. 
* * * 


To Be Fam to Contact, staff 
magazine of the Merseyside and 
North Wales Electricity Board, 
which I criticised recently because 
the text was set in Garamond 
and printed on art paper, | must 
now report that the type has been 
altered to Times Roman and the 


| paper has been changed (it is now 


Diamond Star) If anything I 
said added to the volume of 
opinion in favour of the change 
1 am gratified by the result. 


* * * 


SoME HAVE greatness thrust 
upon them. After reading my 
“disparaging remarks” about 
store catalogues, a reader sent 
me from a private address a store 
catalogue which, he explains, 
came through his letterbox, and 
which, he claims, is “far from a 
hotch-potch.” 

It is a catalogue from Druce 
of Baker Street (illustrated) 
below) Full marks to its 
designer It is as clean and 
easy to read as any catalogue of 
its kind could be though there 
is nothing new or distinctive 
about the layout. Gill and Gill 
Bold have been used for text 


| round cut-out and deep-etched 


| half-tones 


This is when Gill is 
really at its functional best. It 
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is clean, simple and tidy, rescuing 
the pages from the confusion 
which is so characteristic of store 
catalogues. Ultra Bodoni is used 
for running heads in a second 
colour. 

* * 7 


Why DON'T designers use un- 
usual coloured papers for book- 
lets more often? Of a great pile 
before me only one is printed on 
paper other than white. W. H. 
Smith & Son Ltd. have produced, 
to celebrate the SO0th anniversary 
of the firm’s Nottingham whole- 
sale house, an cight-page and 
cover booklet printed oh a plea- 
sant shade of deep cream. Type 
is in black, with golden yellow 
used sparingly as a second colour 
Ilhustrations are line thurabnails. 
which look even better on cream 
than they would on white. 

o * * 


A VERY STRONG and attractive 
shade of golden chrome has been 
used as the second colour on the 
cover of a brochure publicising 
the Film Producers Guild. The 
ifiside front cover, golden all 
over except for three horizontal 
white rules, shows how effective 
Times Bold can be on such a 
noble ground. What puzzles me 
is why the designer, having 
achieved such a notable success 
with simple but well chosen 
clements, should have put a 
characteriess bold face on his 
front cover in yellow on a black 
smudge against a background of 
stills from films. What was the 
rnatter with Times Titling for the 
front cover? Perhaps he was 
trying too hard to be different. 

* * - 


Mr. Joun Tait, managing 
director of John Tait & Partners, 
advertising agents, explains in the 
house organ of Pringle of Scot- 
land why Pringles advertise al- 
though supply has not caught up 
with demand 

“Young people,” he writes, 
“pass very quickly in their late 
teens and early twenties from the 
enviable state of having their 
clothes bought for them into the 
state where they buy for them- 
selves. And when they begin, the 
things they go for are the things 
whoge names they know and in 
which they have confidence. If 
you are not advertising in some 
form or other, how can they 
know you?” 
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Factual evidence of its 


professional standing 


O* November L8th, 1949, when its circulation 
stood at 90,000, the price of Nursing Mirror 
was increased from 4d. to 6d., improvements being 
made simultaneously in editorial content and 
presentation. Today, after 10 weeks, its paid circulation 
exceeds 95,000. 


No better evidence could be offered of Nursing 


Mirror’s value to the professions which it serves, and of 


the esteem in which it is held. With a considerable 
duplication of readers per copy in hospitals and other 
centres of group employment, Nursing Mirror provides 
saturation coverage of the entire nursing and midwifery 
professions. 


"e 
422% 
La 
tbs a 
ae 


4 
th 


4 
“4: 


otf %%e 
aaaar 
ne 
SLOOP OE 


+s 
Ad a 


@as4a7aa 
"4st 


aa an 


NURSING MIRROR, DORSET HOUSE, STAMFORD STREET, LONDON, 5.E.1 WATERLOO 3333 (60 LINES) 
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EXPORT MARKET RESEARCH 


SALES RESEARCH SERVICES LTD. 


are pleased to announce a reciprocal 
research association 


ALFRED POLIT RESEARCH INC. 


New York, U.S.A. 


GRUNEAU RESEARCH TD 


Toronto, Canada 


This arrangement provides British advertisers 
with first-class independent research service; 


their research requirements can be intelligently 


discussed on this side, and proper job specifica- 
tions given to our colleagues in the U.S.A. and 


Canada with a considerable saving in time. 


ALFRED POLITZ RESEARCH INC. is 


directed by Mr. Alfred Politz whose contribu- 
tions to market research and to random samp- 


ling techniques are well-known. Mr. Politz has 
repeatedly received the highest award of the 
American Marketing Association for work in 
He is 
privileged to give independent service to leading 


his chosen field of Market Research. 


companies in the American and international 
spheres 


GRUNEAU RESEARCH LTD. is a young 


independent research organisation rapidly build- 
ing a fine reputation in Canada. Mr. Gruneau is 
the first Market Research 
random sampling in Canada 


SALES RESEARCH SERVICES LTD. has 


been directed by Mr. W. N. Coglan since its 


establishment 21 years ago. It has an intensive 
experience of a multitude of market research 
problems, and introduced random sampling 
methods in 1935. It enjoys a high reputation 
for the quality of its work, and is privileged to 
give independent research service to many well- 
known advertisers and advertising agents. 


We feel privileged to be in association with 
our able colleagues in America and Canada, 
and believe that this trinity of experience 
can be of value to British manufacturers, 
exporters and advertising agents. 


O 


Enquiries to the Secretary 


SALES RESEARCH SERVICES LTD. 


62, Victoria Street, London, S.W.1. 
Phone ; VIC 3056 (3 lines) Grams: Planferst 


Director to use 
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PACKAGING PARADE 


Designed 
For After 
Sales Use 


ELLING the pack that sells 
Sine product has been the 

basis of two recent successful 
trade campaigns. 


The Four Seasons “Decanter 
Pack” of Citrus Products Co., 
Ltd., and the “Cocktail Shaker 
Pack” of their subsidiary Jaffa- 
juce Ltd... were introduced to 
meet the Christmas trade The 
decanter is used for non-alcoholic 
fruit wines, and the cocktail 
shaker shown here, contains 
Gold Cup Jaffajuce 


Both bottle designs resulted from 
a combination of effort by the 
personnel of Citrus Products Co., 
Ltd., and Johnsen & Jorgensen 
The bottles are made by John 
Lumb Ltd. Each cocktail shaker 
is fitted with an aluminium, or 
plastic, cap 


Basic design of the cartons was 
conceived by Citrus Products Co., 
Ltd., and the final drawings were 
executed by Reginald White 
Studios, printers Pillivants Ltd 
Seals were printed by Harlands of 
Hull Silk cords around the 
necks of the bottles were supplied 
by Smith Brothers, Macclesfield 


Both packs are enterprising 
novelties, and the campaigns have 
had a lively “punch” consistent 
with this. Layout, headings and 
copy all combine in brisk sales- 
manship. Focal point is the pack 
itself 

Packs must sell harder now, in 
a competitive buyer's market, and 
the decanter and cocktail shaker 
are an essential part of the firm's 
promotion plans Advertising 
was launched early in September, 
in good time for November and 
December deliveries, and drew 
such a large response that demand 
outran supply. Agents for both 
Citrus Products Co., Ltd., and 
Jaffajuce Ltd., are Greenly’s Ltd. 


—— 
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EW pack, figure motifs, and 
labels have been designed 
for “Domestik” paint, manufac- 


tured by Sir W. A. Rose & Co., 
Ltd., by Charles F. Higham Ltd. 
In its new guise “Domestik” 
makes a direct appeal to the 
retail customer. The same design 
and motif are maintained 
throughout the range, different 
colour combinations being usd 
to distinguish the different colours 
of the paint. The design motif 
is being perpetuated throughout 
display materials and colour 
cards. 


* * . 


ORNERS, who already offer 

oversea confectionery buyers 
a range of full colour bulk- and 
gift-size tins, have now reintro- 
duced a full range packed in glass 
jars for overseas markets. A now 
series of labels in modern style 
for twelve lines has been pro- 
duced. Gold has been chosen as 
the border colour to give relief 
from the wide colour range of the 
sweets. Screw caps in black 
moulded plastic make these jars 
easy to handle, and give good 
protection to the contents. 


(Above) Jaffajuce cocktail shaker. 
(Below) New design motif for 
“Domestik” paints. 
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Presentation 
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Photography ° Lettering ~ Complete Advertising Service 
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point-of-sale 


Advertising does 


sell your goods 


\eme displays attract and hold the attention of 
the potential customer, invite him = te Inspect 
your goods and persuade him to buy. Make use 


of Aeme’s long experience of designing and 


DISPLAY CARDS PLASTIC AND PORCELAIN TABLETS 
making striking sales aids for world-famous 
b ; ILLUMINATED OUTDOOR SIGNS - WINDOW SIGNS - DECALCOMANIA 
products: let) \eme consider your particular 
point-of-sale advertising and keep vour name THREE DIMENSIONAL CUT-OUTS - EMBOSSED SHOWCARDS 
prominent in the public eve ask about the new ACME DIVERGENT SIGN for day and night use 


ACME SHOWCARD & SIGN CO. LTD. Paragon Works, Enfield, Middx 


Fhone: Howard 165! Grams: Acemsho, Enfield 
Birmingham Office & Showrooms: C-own Buildings 


James Watt Street, Birmingham, 4. Phone Birmingham Central 2325 
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—and Mechanisation 
brings down the cost 


Display Construction is our job and we 
are highly Mechanised to produce SALES 
AIDS THAT SELL. Over 25 years as 
leading Craftsmen in the trade has taught 
us that Mechanisation is the only means by 
which Bulk Quantities can be produced at 
reasonable cost. We invite you to come and 
visit our Works and see how we have geared 
up our Organisation to produce Quality 
Displays in quantity at reasonable cost 


Ring BRixton 7871. Four lines 


See our 


WORKING DEMONSTRATION 


: MANCHESTER SCREEN PRINTING 
88 ACRE LANE - BRIXTON - LONDON - S.W.2 EXHIBITION 


7th—l0th February, 1950 
TELEPHONE BRI 787! (FOUR INES) 
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The 


S you do at home, so you will behave 

LX abroad” is a very old homely excuse 

for the inculcation of good manners in the 
young. 

The truth there is in it applies very 
much to advertising to-day when it will be 
taking on heavy extra responsibilities in 
countries overseas. Advertising must keep 
to the highest standards at home as well as 
abroad. 

When the limitation of advertising was 
under consideration last year, Mr. Rank 
pointed out with vigour and clarity that 
he had to spend some £200,000 @ year ar 
home in building up stars fully as much 
for the sake of foreign rentals as for 
home sales 

For the foreign renter would not 
succumb to local advertising or promotion 

he wanted to be assured of the standing 
of the star or stars in their own country 
first 

Now that is true to a lesser degree of 
the foreign importer of our goods. He 
wants to be sure that a brand or line ts of 
good standing at home; that it has 
passed through its teething troubles and 
survived the criticism of the public; that 
it is well presented and well sold here 


So with advertising Foreigners, es- 
pecially in Europe and to a lesser degree 
in the Dominions, take more note of our 
advertising than we realise Advertisers 


using magazines with overseas circula 


tions are frequently surprised and grati- 
tied by orders from distant parts of the 
world 

In Europe those professionally inter 
ested in advertising look as much if not 
more closely into our methods of sales 
manship in print as they do the American 

Ours ts less alien, perhaps, ts ther 
way of life and certainly more adult 

An association of European Advertis 
ing Clubs with headquarters in Switzer 
land last year voted a campaign in The 
Times as “the best advertising of the 
year 


Now what are these “standards 
which we must keep so high” 

Not “techniques”, though these have 
their place. Not imitating the accent of 
the foreign country (or what we consider 
to be the accent). Nor by “standing on 
our heads” just to be different and 
therefore “visible 

The first principle would seem to be an 
absolute integrity of purpose 

And integrity in advertising surely 
means doing the particular job in the 
best possible way for its particular pur 
pose and public 

“Fitness for purpose” has become so 
battered a coin through use (and misuse) 
yet considered rightly it is an essential of 
all advertising thought 

Fitness for purpose is at the back of 
the queer sensation of satisfaction that 


even the layman feels on looking at a big 
engineering job 

It has not been “dolled up” to give 
visual pleasure—it is the ultimate in 
fitness for purpose and because of its 
very imtegrity it has an odd beauty or 
attractiveness —ships, bridges, dynamos, 
dams, all have a rightness of their own 


Advertsing is an important line of 
communication between the manufac 
turer and his customer 

Anything that blocks that line, any 
thing out of true, anything that distorts 
or interferes with the message leads to 
imperfect reception; the receiver thinks 
‘this is not for me” and rings off 

Advertising may be news or education; 
selling a thing, a service, or an idea —and 
almost all need different treatments of 
communication to be clear, simple and 
swiftly understood 

Much can interfere but most of it 
arises from a lack of simple direct think 
ing by the advertiser 

This can lead to all kinds of “showing 
off” by the creative men because they 
have not a clear and simple directive in 
the first place 

So smart, or allusive, or literary, of 
even deliberately coarse copy appears 
the last as dangerous as the first because 
its idiom ts too strange to too many 

Only tive per cent won't understand it” 
But add up your circulation and maybe 
that 5 per cent will become a million 
possible purchasers you are mussing (or 
affronting) 


The same thing happens with display if 
there 1s no good thinking initially to 
provide a clear directive 

In times of shortage (food, money 
little luxuries and ease of mind) there is 
no excuse for taking time out to have fun 
or show off in advertising as there was in 
more lersured days 

The call to give the utmost skill and the 
hardest work applies as much to the 
advertising man as anyone else 


And so painful as it 1s, there is no 
substitute for thought’ 

And into that thinking advertising men 
must put the best that they know. Then 
we shall have integrity and fitness for 
purpose. Those standards will suffice 


To thine own self be true and it must 
follow thou canst not then he false to 
any man GW 
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Autopsy on 


production 


publicity 


‘ i- )-DAY it is abundantly clear to every 
business man, every econo aist and 
even every politician that the economic 
future of this country depends entirely on 
our ability to make good in the markets of 
the world. 

This world-wide job of marketing can 
nly be successfully tackled at home if 
our industry is in a fit state to provide ua 
sound foundation for the job 

An enormous amount of effort and one 


of the biggest advertising appropriations 
in British history have been spent in 
trying to put the mdustrial worker into a 
uitable frame of mind to produce more 
The overall result is that he still seems 
prumarily concerned with working shorter 
hours tor hizher wages and doesn't think 
twice about going on strike at the expense 


of the national economy 


Now, contrary to popular belie! pro 
fuctivity does not depend on more stream 
ned machinery and methods Chetly it 

imatter of having the ‘ A It 
Ss 4 question of getting the whole nation 
te man mad to a woman, beleving 


paussponately ina seven day week instead o 


a twe day week. vetting evervone in a 
frame of mind. and heart. which eaverls 
scoepts extra effort and even hardship 
the price of achrevement instead of hag 
ghiog over the rate per hour betore lifting 
i finger 


If that mental approach were broug 


tbout, then whatever the state of or 
equipment, we would wo forward as we 


dat in the emerven \ c 4 y 


success Decuusce we were sure of our 
determination 

What appeals, apart from pandering 
to the Unions, have been tried to rekindle 
the will to werk” Publicity pot shots have 
been aimed in varying directions 

First, following the last election, there 
was no advertising as such, but many 
reported utterances from the new prophets 
in office promising a rosy picture shortly 
Then, when it became obvious that even 
the free tsue of pink spectacles would 


have to be long delaved, it was decided 


to do a rapid volte e and Work 


Want stared us in the face. This was 


wcompanied in the Press and on the 


radio by so much official gloom and 
groaning that it was clear to man and 
boy alike that what was meant was 


Work AND Want 


mphed message 


Not surprisingly thi 
wked imecentive and 
many a man preterred to shirk and grouse 
In fairness to the official sages { 
should be stated that Work , Want wa 
hosen not for us snappy alliteratior 
rlone There was a policy behind 
This was the perrod when it was felt that 
{ th 


only public were told if ons 


they could De made aware a the 


situation i sould come ri 


Philosophy perhaps thers had optimism t 
commend it As psychology it had doom 


sritten clearly across it from the start 
Imagine th nanager of a prizehehter 
bout to enter U ne He would not 
drean f making his mar ware of the 
ture 1 sittiathe SUN 


Jant 


\RY 


Fight hard or youll lose the match 
He would say Give it all you've got 
and you'll win 

There was yet another and equally 
obvious psychological shortcoming to 
Work or Want Almost all manual! 


workers in this country were at the time 


receiving higher pay than previously, and 
they had not had time to equate their pay 
packets to the increased cost of living 
Thus, very many, perhaps the majority 
found it difficult to sense the reality of 
sant at a time when they felt themselves 
to be better off and with little prospect of 
unemployment 

Small wonder, then, that Work «7 
Want quickly came off the hoardings 
Less worthy of comment are the gaunt 
giant lettering posters which soon re 
placed it, explaining in potted economics 
the meaning of such things as Pay 
Income, Exports, and Imports. Suffice it 
to say that for the average man, the 
meaning of these terms does not appear 
to have changed To him, Pay is still 
what they deduct the tax and insurance 
from. Income is what he hopes to make 
on the Pools, Exports are the things his 
missus can't get at home and /mpoerts 
well it would be nice to see more bananas 
about for the kids 

Meanwhile an interesting blunder was 
taking expensive shape in the Press 
Report to the 
There is something tragic about Report 


Nation was in full cry 
the Nation —apart from the money tt 
cost. It was so nearly right yet so utterly 
wrong Right, especially im its later 
versions, in trying to spread encourage 
ment through news of positive achieve 
ment. Wrong in its title and basic ap 
proach 

A report is by its very nature made by 
someone, and the identity of the someone 
making the report is a most powerful 
factor mn determining how the report will 
be received. In this case the only report 
worth making would be from Britain 
Instead, Report 
to the Natio by its very title, made it 


itself reporting progress 


clear that it was not the nation speaking 
but the Government having a go to 
justify itself 

This in itself is quite enough to ensure 
in unsympathetic response to any report 
Governments would do well to take note 
that, in this country at any rate, the 
public may vote for them, but once they 
are in nobody loves them. | cannot recall 
whether it was an Englishman who said 
Govern me as little as possible but I 
know it should have been 

Quite unavoidably any Government 
ind im particular this one, in order to 
ensure the fairest and most advantageous 
distribution of Britain’s limited resources 
has to enforce restrictions, rations, permit 
ind license systems, etc. This, then, ts 
John Citizen's daily experience of the 
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wy are the peopic who take his money 
stop him trom buying what he wants and 
getting on with what he wants to do. They 
ire a restricting, negative body-—not the 
sort of people from whom a Report will 


as 4a STIMULUS 


So much for the unfortunate title and 
paternity What of the subject matter 
itself At atime when Jen per cent more 


was supposedly directed at all of us (at 
any rate tt occupied the largest poster 
site in Bond Street where once had been 
4a poster exhorting the miners) the con 
tents of Report to the Nation contained 


tt h i 


e¢ which could be directly applied to 


iny but the workers in certain industries 
The rest of us could go hang most of the 
ume Now this, too, was no accident 
Indeed, with so many planners about, no 
one but a dolt would imagine that even 
a blunder would be left to chance 

On a privileged occasion [| had it 
Straight trom one of the highest of the 
high that the Report and all that went 


with it was really directed at only the 


e chief industries of Britain, for upon 


rem all depended Apparently one ol 
the lessons of the war had been wasted 
on the planners—the lesson that John 
Citizen will work like a beaver and put 
up with almost anything providing he 
feels the whole team is in it. In the long 
run there 1s no such thing as sectional 
effort. The entire population must be 
the unit, for if it is not, then inevitably 
there 1s the widespread feeling of “why 
should [I bust myself when resulting 
in labour unrest, higher wage claims, 
strikes and all the rest of the familiar 
phenomena 


What of the future, one may ask? Is 


all Government advertising doomed to 
everlasting failure and half measures of 
success’ Rather an important question, 


this, when one takes mto account that 
the Government is to-day by far the 
largest spender on advertising, and may 
well remain so no matter which party 
vets in at the election 

There ss nothing insuperable in the 


task of production drive publicity, and 


there 1s no reason at all why it should not 
sxcceed. But there is a very good reason 
st it has not succeeded so far 
Production drive publicity, like all 
advertising, is a problem of persuasion 
The mechanics of persuasion are well 
known and understood by those who have 
devoted their professional lives to pub 
icity By the same token, they are not 


familiar to those who have not, and these 
are the people who are calling the tune 
and making false notes obligato 

But there is hope. Just now the powers 
that-be seem to have called a publicity 
halt. Can it be that even the planners 
sense their rendering is missing a beat? 


Is their silence guilt or golden”? 


GW 
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N the Great War of 1914 18— when 

those marvellous new wrapons, the 
aeroplane and the tank made their first 
appearance, there was a saying, officially 
admitted among leaders and  blasphe- 
mously expressed among the soldiery, to 
the effect that whatever new weapons 
arrived it was the P.B.1. who won wars in 
the end. The Poor Blinking Infantry ' 

And in the second World War, when 
aids to victory were multiphed a hundred 
fold, the claim was contirmed; even while 
the latest gadgets and killing techniques 
made their very scientific contmbutions 
it was the old-fashioned foot-sloggers who 
maintained the encircling pressure within 
which these spectacular alles worked 
and at the last went on to bring the 
business to a successful conclusion 

It seems to me that mm the armament of 
advertising, Press advertisements (and 
here. for the moment. | mclude posters 
with the newspapers and the magazines) 
are the P.B.1.--the foot soldiery of the 
vast selling battle—-whether the thing 
sold is a4 manutactured product, a service 
an idea or a way of life. During these 
latter years the fundamental importance 
of the Press im advertising has been 
obscured by certain unavoidable turns 
ot circumstance, and by the arrival of 
National 


shortage of supplhes and rationing have 


new publicity techniques 


reduced, in the case of many products 
the need for advertising, restriction of 
newsprint has reduced the space available 


for advertising and limited the frequency 
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of appearance. Advertisers who feel, for 
various good reasons, that they must 
keep their names and thew products 
before the publec have therefore been 
compelled to seck other wavs of com 
munication 

Then there was the mdirect attack upon 
Press advertising implied in the Roval 
Commission's mvestigation while it os 
true that our business emerged trom this 
ordeal without serious stain upon its 
character, the smell of suspicion, which 
had been artificially generated, produced 
a vaguely untavourable effect and left a 
query im the popular mind as to the 
validity and value of what we are up t 


mn the advertising columns o 


the news 
papers and magazines. The fact that in 
spite of these mimical pressures, Press 


advertising is to-day more vigorous and 


enterprising than ever before, prove I 
think unanswerably— that i is no cap 
rmcious capitalistic = invention but a 


necessary and integral part of the in 
dustrial, commercial and social life of the 
country 

The attack from without has not caused 
any of our advertisement directors and 
managers to lose a moment's sleep. thei 
arbitral authority has mundeed mereased 
and they are still in the happy position 
of bemg able to sit back complacently 
dispensing rationed favours to the clam 
ourmg and supplant advertisers. Happy 
people’ But how long they are likely to 
continue on this blissful state ms a matter 


to question The threat to the Press 
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The PRI f advertising 4 


medium from within the advertis 
profession is more subtle than the one 
from without and may be more serious 


As I said above, the difficulty of getting 


idequate space in the Press to conduct 
full cal idvertising operation has 
compelled advertisers and their servants 


the agents, to explore alternative media 
Smaller appropriations are being spent 
more anxiously and analytically The 
Drave pre-war practice of pouring £10,000 
through the columns of the Press ike a 
Russian mass attack— is now considered 
rather crude 

The phrenetic experimentalism — of 
America where science is a popular 
drug and statistics a new religion 
has had a disturbing influence on British 
practice in many directions The brain 
wave, the inspiration, the flair, the hunch 
the natural charms of persuasion and 
personality, the brilliant idea, the amusing 
poster, the intriguing slogan, the native 
dynamism of common sense and creative 
imagination all these ancient devices 
which, in pre-scientific day blindly 
ibsent-mindedly, and by accident, built 
yreat Commercial names, achieved astro 
nomicul sale ind made millionaires 
these old and proven arts and artitices 
are now gravely under suspicion of cru 
dity, guesswork and amateurism They 
are being challenged, examined under 
the microscope, analysed in the crucibles 
of expertise, weighed and assessed to 
three pomts of decimal and beimg 
presently found wanting, will no doubt 
be discarded to make way for the in 
hitrating columns of market research and 
the irresistible advance of percentages 

bor the art of advertising is now most 
luxuriantly botlinised While it ts true 
that the recent war could not have been 
won without our boflins, = may be as 
well to remember that these brilliant 
back room boys of muilttary science did 
not attempt to do Montgomery's job 
The bottas of our trade are not so 


returing They are passionately cager t 


wet into the tront line of the selling battle 


there, with the conceit of science and tl 


ontidence of mexpenence to teact 
uide and instruct the production mana 
the ile directo the advertisin 
MINA the advertisin ent, the Fleet 
Street rep. and the space Buyer the wa 
wrred and decorated veterans of famou 
imMpaiens ow to win ilier vict 


im 


wildered manutacturer (who can some 


tSO.OOO fo 


Arh 


motion expert), that ! crn 
all wrong (tor the want { publi re 

lanons and welfare experts), thi 

product is badly packed (! the 


an industrial designer), and that his 
distribution and es Organisation are 
hopeless (for the want of Research and 
expert marketing guidance) 

The poor fool doesn’t know anything 
about the job t 


at has made his fortune 
and his advertising agent is in no bette 
shape. His crack copywriters who used 
to charm millions of customers with 
Persuasive prose are no longer competent 
to write copy except under the guidance 
of copy testers and other experts who 
dictate the chowe and order of words 


“<7 


hecau use 43 housewives have said es 


31-04 have said “no” and 11-53 house 
Likewise 
his tiles, his personal 


contacts in Fleet Street, and that know 


wives have sai don't know 


his space bDuye 


ledge of printed horseflesh which he has 


acquired by | and moving amor 


papers for e1 hours every day of his 
working life all these qualifications are 
now useless: he sits at his desk doing 
complicated sums, matching, muluplying 
and subtracting the mathematical ratings 
of readership pages and positions, taps 
em into a Ccomptometer, pulls the handle 
and draws out unanswerable robot 
schedules that surprise him and his client 
out of their tive wits 

The automatic effect of all this science 
is that those cardinals of Fleet Street. the 
trdvertisement directors, will no longer be 
required, for they will be helpless to 


influence the synthetic schedules of the 


advertisers by so much as an iota It 
will be 2-35 drachms%of Daily Ma )-78 
drachms of Daily Expre 5-14 drachms 


of the Daily Mirror, 1:37 drachms of 
Picture Post’ and so on. For this here 
science, be it remembered, is exact. The 
advertising scientist will determine the 


quantities and no amount of pleading 


persuasion or common sense by the 
slaves of the scientific apparatus will 
ivail to alter a size, a word, an insertion 
Or a position! 

What ts the relevance of all this to 
Press advertising and the overriding 
theme of Presenting Britain” | see severa 
pomts of connection for mdeed I have 
teen work 


towards them 


birst The Pre the un vad 
nat wi if dl a t Ive tis n ] 
should re omar ears. Witt 
waurly WOn urn howered on 
the 14 esot Britau ' ‘ 
t 1’ 1c VW i cs ry ind 
sma ’ \ LPs | I the 


wK UCAS OF ) Act researc Packarin 


ma science t \pense of the fiahting 


., S kence im the front 


a 


Tanti ARY ‘ ws 


line of Press advertising. It is surely not 
necessary to remould a// British products 
the world’s best—nearer the hearts 


desire of our upstart boffins 


THikd : British advertising should be 
true to its nativecommercial traditionsand 
should not yield to the temptation to blind 
its Chents, its Causes or itself with American 
Science This is not to depreciate the 
American way of commerce, but to 
remind British practitioners that there is a 
Bri 


American, still honoured throughout the 


say Of commerce, older than the 


world, which after its own fashion has 
won great commercial victories and is 
still capable, if it remains true to itself. of 
winning more The American way of 
lite in business and advertising is based 
on super-abundance and has always 
operated against light odds: the British 
way of lite in business and advertising 
has had to work on modest means and 
against heavy odds We are the world’s 
greatest amateurs and improvisers and 
when money is short, an ounce of im- 
provisation is worth a ton of science 

particularly if that ton of science costs 


tons of money 


PouRTH When it comes to presen 
tng Britain, we should remember 
that what we must present is not a 
technicolour imitation of Transatlantic 
genius (the mustake on which British 
hlms have floundered), but a plain proud 
version of our OWN wenius, in its native 
dress and among its own achievements 
If we do this without apology or brag 
focio we shall emerge from the 19%] 


Wiad 
Festival with enduring credit 

The historic balance sheet of this time 
iS not yet made out: but when it is. | am 


sure that Britain's contribution to Western 


civilisation im ideas nvention, sacrifice 
suffering political savour faire wiitary, 
aerial and naval effort, social welfare, and 
humanitarian education — thet Britain's 
contribution to these assets would | 
celculated in tigures, amount to a sum 

ch would reduce even the mighty 


totals of Lease-Lend and Marshall Aid to 


onate dimensions 

nded | American 
noney. Let us pre 
was, as it will de 

t strip cartoon o 


oreizn caricatures, but Britain the old 


Wwf 


SY Se : last and all 


— s _ ~~ ~~ | de _ i 2 a i cc a coy Pl ae + a , am, | | 7 ee 
ae * c e TF thy’ ee Sy BER Eten, x 3 er Si 2 ae. 
"aes NN 
; »* 2 
eC xii a : 
j 
3 : 
f aaa 3 aT ie Ea 
pps 
3 a 
wid ee ; 
i . eee ee ; 
a i 
# 
' 
‘a ee j 
4 ee : 
a: ; 
24 
% 
aa 
4 
* 
a t 
iS) 
ry 
a 
Ne > 
qs 
“5 
a 
ee. ; 
| Bo 
‘ ‘ 3 
¥ 
F ee 
ore ~ 
a. 
‘Aa 
x 
og 
ra 
ia ee 
* 
a 
§ aan ee 
- - 
was f 
a es balanced and prop v 
ee Let us not « site 
oe Science or by Americ 
= sent Britain as it ts, a 
“hg but always Britain : 
Pr) P 
4 ee 
‘ Master, (ii 
7 . between 
7 etter aml more expensive ways. Th cu ( eve proac ink IBN 
5 ; tume ha ilready come when the poo napped. policed, and s« ced so that no . 
- how spare Sim these things) is told 7 
that he mmmmws very little about his ows SeOoND: Wemustsee to it that with lim aR : 
ae prod y ity the sant f a ton ind ted monevs it disposal, we do not y 
t waste disproportionate amounts on the | 
rr io. 4 
7 x“ fe \ eno 
: > 
. Dn! OW . 
, ’ POUN a S 
i 
‘ 
weit 
; i noe : 
ey, 5 7 ee 
Tae? , } te ; eye: bes r ra ; ; . * ‘ 4 s 
oe ad | hee Li ee ae nae Sa ye a ao Se « Lae oe ey 0 RS me a ae i SS 1g ups 


January 26, 1950 


ET us begin by printing what the 
4Advertising Creative Circle states is 
one of its aims in life 

To encourage the good and discourage 
the bad in contemporary copy and illus- 
tration by action as individuals, as a 
corporate body and in co-operation with 
any other association inspired by similar 
ideals.” 

That is all very well but what is “good” 
and what is “bad”? We are told, for 
example, by the authors of tt that mucheof 
the advertising whic! 


which 


s produced to-day, 
would be howled down by eminent 
creative men as ugly, sordid, vulgar and 
clumsy, ts in actual fact highly successful 
and that when attempts have been made 
to “clean it up” by well written copy, 
nice typography, good design and fine 
illustration that the results have been 
lamentable 

When the Creative Circle speaks of 
good” and “bad” advertising it is not, 
[ feel, advocating unrealistic standards 
or art for art's sake. It does not mean 
that advertising should be a plaything of 
the creative people engaged im it It 
knows very well that however “good” an 
advertisement may be it ts not good 
enough if it does not achieve its purpose 

The Circle maintains that good ad- 
vertising is not pompous, stuffy or high- 
brow, but quick, pomted and strong, 
directed with all the art, cunning and 
economy of first-rate designers and 
The Circle maintains that 
bad advertising 1s not merely ugly adver- 
tising but also dull, weak, tangled, point- 
less, unfunny, untidy, unskilful or 
cowardly advertising the work of 


persuaders 


hidebound, sterile or lazy minds 
Having got that clear let's look at the 
columns of to-day’s Press and put the 
yardstick on the advertisements it is 
difficult in an article such as this, and if 


xiii 


“To encourage 
the good” 


one wants to avoid making enemies for 
life (to say nothing of libel actions), to 
quote instances of what one feels in- 
stinctively are bad advertisements. But 
we all know in our hearts that a great 
mass of the advertising being produced 
to-day is a sheer waste of money. How 
often do we open the paper and see a 
four-inch double standing out like a 
shining light from the others in the 
column’? Very seldom, [| am afraid 
There is still too much of the same old 
stuff, the same old Campaign pulled out 
from pigeon-holed =minds campaigns 
that have been produced since advertising 
began but dusted off and given a slight 
new twist 

Worn out phrases still assail us from 
every hand: headings like “Tribute to 
the Perfect Hostess” “Appearances 
Count “The Art of Good Living’ 

“Quality Tells” “The Perfect Gift’ 
“Definitely Superior” 

Worn out symbols file miserably before 
us, cap in hand like street beggars. The 
same old layout tricks are still with us 
too— the two-third—-one-third technique, 
the slanted headline for no reason at all, 
the arbitrary shape with a bit of lettering 
on it, the line drawn through the copy 
the paper fastener carrying the attention- 
getter-and all the rest 

No advertising 1s worth a damn unless 
it is seen and you won't get advertising 
seen by playing the old tricks. Advertising 
1s nearly always seen because there 1s 
something inherent in its design that 
attracts attention. What that something 
is, is difficult to define— it lies in the mind 
of the designer and will look extremely 
simple when it is done. [t won't appear 
to have any tricks. I[t will have the art 
which conceals art 

How are we going to put the matter 
right? 1 think there are several ways in 
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which it can be done. First we want a 
new set of chaps on the creative side of 
advertising. We want artists, designers 
and writers who have never been mixed 
up with our business before—pecople 
with fresh minds who can bring a breeze 
into the work. Second, we want heads of 
advertising agencies who will try the new 
thing and have enough courage to stand 
up for it and make the client like it. Third, 
we want clients and advertising managers 
who are prepared to allow their advertising 
to look new and different and virile, and 
who are prepared, if necessary, to pay 
for mistakes 

Fourth, and this is perhaps the most 
important poimt, we ve got to have more 
belief and more enthusiasm for what we 
are doing —and here | am speaking more 
of copy than design. I believe that the 
best advertising would probably be 
written by the managing director of the 
chent if he could write it, 1 believe that 
the best advertising is written by someone 
who can give the impression that it has 
been written by a managing director who 
believes in his product absolutely, and 
who ts prepared to talk as man to man 
about it. Some advertising is being written 
like that to-day. You feel as you read it 
“Here is a man talking to me as if I 
were at lunch with him. He is talking 
about his product with enthusiasm but 
without pomposity or extravagance. He 
is treating me 4s a person with common 
sense. He is not making every claim for 
everything He wants me to know all 
about his product, but he wants me to 
make up my own mind about it.” 

Instead of that what do we get too 
often? As we read the stuff we think to 
ourselves “Here's some fellow sitting in 
front of a piece of paper paid to say 
something good about a thing he couldn't 
care less about.’ ©.D.N 
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— RS, like other forms of adver- 

tisement, have always scemed a mixed 
lot. There has never been any recogznis- 
able conformity in their design, quality of 
execution, or choice of subject. Although 
poster taken very 
seriously by business houses for a number 


design has been 


of years now, there is still a certain happy- 
go-lucky variety about a British hoarding 
which shows that we have not entirely 
lost our native untidiness and unwilling 
ness to be regimented 

All the same, we have in our time 
created quite a stir internationally with 
our school of poster designers. Few good 
udges would dispute the claim of the 
Beggarstaff brothers to having solved the 


problem of poster design in perhaps the 


Beggarstaff Brother 


: " rn ara 
Fae Sar A . hs 
Se . — 
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most effective and simple way ever 
invented by anybody in any country 
Their principles were very few 

simple, flat tones supported by a strong 
outline here and there, and restrained 
colour. In spite of this technical limita 
tion they introduced a variety of charac 
terisation in their drawing of figures and 
scenes which was the secret of the wide 


SKEGNESS 


1s SO BRACING 


Révencemem Avvociat 
oan of any ow “ry treus 


Hassall 
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use to which their methods have been 
put by many successful artists im this 
country Hundreds of familiar designs, 
from Hassall’s poster of Skegness to the 
current Guinness posters, are in the sare 
line of descent 

Another particularly English develop- 
ment in the poster field was the evolution 
of the landscape poster The Under 
ground gave it its first send-off, and later 
development ranged from the conserva- 
tive, but often mmpressive, designs for 
the pre-“British” Railways to the Shell 
posters, which gave modern landscape 
painters a happy chance to see their 
printed paintings looking most decora- 
tive in a world of more mportunate 
advertisements 

Although both the later 
poster designers and the 


landsca 
Beggarstatl 


brothers derived some influences from 


French artist: 
their work appealed to almost every 
Englishman because it stressed two 
essential ingredients of the English char 
acter, love of the countryside and a lively 
interest in people Their influence was 
felt through every layer of the hierarchy 
of designers, from the excellent to the 
mediocre 


abroad, mostly from 


During the last 25 years, the “Modern 
Art” which has swept the world has 
invaded England and occupied a pro 
minent place on the hoardings 

Striking new compositions, mainly in 
an abstract or geometric form, again and 
apn have held the limelight Their 
exponents have rivalled the asceticism of 
Simeon Stylites in abjuring the main 
human pleasures, especially in avoiding 
pictures of young females, but, although 
their influence was, and sull is, strongly 
felt by students and the more intellectual 
poster designers, we can hardly claim 
them as original English artists 
them, McKnight Kauffer and 


Among 
Ashley 


Gregory Brown Underground Poster Drawing 
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Havinden made 


enduring reputations, but it 1s doubtful 


unquestionably have 


whether their experimental approach has 
made a lasting impression on the central 
line of development im poster design 
Most Pnelishmen still feel that a Guinness 
poster is good for them. There have been 
wns, too, of a renewed interest in figure 
somewhat well-worn 
Some tlm 


posters have indicated this reversion to 


drawing on. the 
lines of Toulouse Lautrec 
the lines of thought of a generation ago, 
and it seems likely that the younger men 
now coming along will be more interested 
in the pictorial than in the symbolic and 
the purely decorative 

But secondhand Lautrecs simply are 
We must await with 


interest the advent of more 


not good enough 
vigorous 
and orginal expressions of these basic 


themes 


GB 


My Goodness 
My GUINNESS 


f hen poster is accepted as one of the 
most important media in advertising 
and propaganda. Loalike the Press adver- 
tisement its visual aspect is of primary 
importance; it is only seen as one passes 
it at walking pace or, more often, in some 
vehicle going between ten and sixty miles 
an hour. Because of this time limit it is 
obvious that a poster's function is to make 
a quick visual impact which tells a story 
at a glance, not allowing more than three 
lines being read. These lines should merely 
qualify what has been told in pictorial 
terms, not tell the story itself. 

To make this visual impact there must 
be an element of surprise which can be 
If the 
poster is seen on a hoarding against many 
other posters competing with it for the 


ichieved in many different ways 


passers-by attention, it obviously must 
be different from the others A poster 
therefore should not be looked at as 
something by itself but always be seen 
iwainst the environment where it will be 
hoardings, the 


found other posters, 


Underground, architecture, the railway 
Station, the open road, etc 

There are obviously very many different 
types of symbolic, 


posters realistic, 


humorous, typographical and = many 
others. [f the majority of posters on the 


hoardings were abstract symbolic (many 


people call it wrongly “modernistic™) 
then the naturalistic poster amongst 
them would win the day and vice 
versa 

Within each of these categories, a 


poster can be good or bad and, making a 


survey of our poster hoardings and 


other sites where posters are displayed, it 
must be said that the vast majority of 


posters in this country do not do ther 
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job as well as they could 


They have not 
they do not tell 
a concise visual story and they are not 


got the attention value 


made by those people who have chosen 
the often thankless profession of poster 
design 

I do not want to talk about wsthetic 
standards at all because they should be 
self-evident and the designer takes them 
for granted and works to them whilst 
doing all the other jobs 

How have things come to be like that? 
It is certainly not a lack of available 
talent because if all the good exceptions 
confirming the bad rule are assembled 
as they were for instance recently in the 
International Poster 
Switzerland the British 
amongst the best. But those in positions 
to commission posters do not use the 


innual published in 


section Is 


designer who has specialised in this field 
for many years. It can be said that there 
iS Not one designer in this country who 
manages to make a living out of posters 
alone, yet this is not due to any lack of 
posters being printed. It still happens 
too often that the managing director's 
niece, the chairman’s nephew or an 
artustic maiden aunt of one of the direc- 
tors 1s responsible for the design of posters 
if it is not done by some second rate 
outhit ina printer's studio. The designer's 
fee 1s still an item which ts likely to be 
guillotined (that is if it was allowed for 
at all to begin with) under the first 
economy cuts. IT know of cases where 
£30,000 and £40,000 were spent on sites 
and printing and where the designer's 
fee was cut by ten guineas to save money 
Need it be said at all that whether the 
£40,000 are usefully spent or not depends 
entirely on the design and it is worth 
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Henri 


paying the 
specialist 
To be striking, a poster has to be differ- 
ent and therefore new in approach 
Something which is outstanding and 
new will be noticed and reacted upon and 
all reactions cannot always be favourable 
It is therefore necessary that the en- 
lightened user of posters should be pre- 
pared to stand up to a few 


relatively small fee of the 


voices of 
adverse criticism if he aims at getting a 
poster appeal 
How many advertisers are afraid of this 
one letter from a crank and prefer the 
safe path of ineffectual mediocracy”? 


good response to his 


At the end of the last century you just 
did a globe and your product against it 
and claimed triumphantly the best cigar 
in the world, the largest circus in the 
world, the best chocolate in the world, 
etc The United States led in replacing 
this globe by a pretty girl and be it a 
motor car, a glass of beer or canned 
peas, nobody minds a pretty face I 
know the defence of the girl's face is 

human interest This, of course, is 
very important but is it necessary to 
resort in every instance to the same 
approach? After all, there are many 
more facets to humanity in addition to 
the bared teeth and blonde curls which 
dominate the hoardings at present. It is 
mod 
ignore the human 
interest, although there are cases where 


a deep-rooted misconception that 
em designers” 
a symbolic design treatment is more 
effective than the standard female grin 
especially as it comes as a welcome 
contrast 

It should be said perhaps the import 
ance of a poster grows the further we go 


south, because people live most of the 


Henrion 


time out of doors and as a result, read 
less books and magazines and are there 
fore less literary-minded than the in 
habitants of cold climates who are 
condemned to spend the majority of ther 
tirne indoors. In western, southern ard 
central Europe people sit in cafes, street 
terraces and I think it can be claimed 
that for instance in France and Italy the 
poster form; a more integral part of 
townscape than it does here 

It is all the more important therefore 
for the design of posters to be entrusted 
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to those who studied its problem and 
applications and 
their profession 


made  poster-design 

We cannot have different standards in 
our domestic and overseas advertising 
We must 


better posters in this country so that we 


therefore aim to produce 
can send out good posters to the countries 
whose imports from here we solicit 
The designers are there, it is up to the 
users to employ them to the best ad 
Britain at home 
FHKRKH 
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DR. H. KALMUS, M.D. (Prague) DSc. (Prague) 
versity College, London, and mg. ALAN HIE 


of Willia Her Limited, for 


ion to produce the extract oted 
m Sunple Experiments with Insect 
Director of the Royal Horticultural 
Gardens, Wisle Surrey 1, in 
ir, MR. N. K GOULD, the Society's 
i and) =obotanist, for co-operatio 
ing and providing spravs of th Delp 
1 BLUE DRAGONFLY from the Society ’ 
Deiphinium trials The photograph was 
n by Layton Studios in June especially for 
advertise ind reproduction ts by four- 
our letterp trom a hall-plate Kodachrome 
parency origina 
W. D. HINCKS, MPS. FRES a Ma 
University Muse for providing 
of a Bombylius fly. This is rep 


colour letterpress | 


tion negatives made direct 


rom colour 
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THE PROVINCE OF COLOUR IS BOUNDLESS. Nature's creatures 


tind refuge from nature in the camouflage of colour, nature 
makes use of it to ensure the fertility of countless plants in 
he world of botany The colour preference of bees, flres 
ind other insects has long been the subject of research by 
botanists and entomologists. That colour —applied naturally 
r artificially can aid visibility is a fact beyond dou 
But which colours, or combinations of them, ts a matter of 


much conjecture and supposition 


According to the available staustics' an advertisement in 
full colour can have 54 more attention value than one in 
black and white. There is evidence, too, of human colour 
preferences which advertising people are quick to explon 
brown can help you sell coffee, baked beans or tobacco 
It is said that blue can be an important aid in merchan- 
Most women 


dising hardware. Pink can move cosmetics 


prefer red and men prefer blue 


That every colour has a definite effect on the human being 
was established many years ago by Goethe, and today it 
becomes the task of artists who have a hand in packaging, 
idvertising and sales promotion, to ensure that colour ts 
used in the mght values and proportion to first capture 
attention and to ensure visibility so that identification ts 
easy. then to ensure readability and to see to mt that, im all 
the naht psychological effect ts produced. When we apply 
olour with a mercenary Objective in view let us recall 


Coethe’s apt words ~... 48 a rule colour affords the 
greatest pleasure.” 

Experiments with winged insects show that some have 
distinct colour preferences and can identify one colour from 
another with the greatest of case. The blue preference of 
the Hover fly, Bombviius, is an example of this Dr 
nw KALMUS of the Department of Biometry, University 
College, London, writes of this in a recent publication in 
which these experiments are detailed 

* Bees can be trained to any « Olour which they can recognise, 
although they may have some natural preference But many 
of the Diptera are dificult to train, and therefore they display 


very clearly any natura ences that they mav have. On 


(Enlarged approximately 


four times) 


sunny dav« the Hover flv. Bombylius, can often be observed 
visiting blue flowers 4 hoard made of cardboard etght inches 
square is divided into sixteen squares ; fourteen of these are 
made of grey papers of various shades as indicated, and of 
the remainine two one is a dark blue and the other a light blue 
The board is placed near blue flowers so that the sun falls on 
it, and the observer steps back a few paces and watches. It 
will be observed that they (Hover flies) visit the blue squares 
just as they visit the blue flawers; in fact they can often be 


seen to alternate between flowers and chequer board” 


Bombylius is thus deflected from its purpose by an inherent 
preference for the colour blue, an evasive colour, according 
to Goethe, which, he says, “ We like to look at, not because 
it presses towards us but because it draws us after it.” 


A t nter ‘ r Advertiv (funk & Wagnalls) 
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The limitations of the three-colour process justify consulta- 
tion with the colour technician if there is any doubt in your 
mind as to the effectiveness in print of any colour original 
ofler adver 


tivers and their agents a wealth of experience and incom- 


Lavton'’s technicians are glad to advise vou 
parable facilities for colour reproduction. Please contact the 
General Manager, C. & EF. Layton Lid, Standard House, 
Farringdon Street, London, EC 4 Telephone Central 2020 


Laytons 
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Presenting Britain 


to-morrow 


‘aa job of presenting Britain is largely 
in the hands of advertisement designers 
and illustrators that is, the creative 
executants in a wide and varied series of 
specialist’ activities, and the creative 
directors who control their work. 

Perhaps the lion’s share of the res 
ponsibility falls upon the art director of 
the modern advertising agency, for it ts 
here that the basic problems are sorted 
stated, and that the visual 
pattern ts set 


out and 


The average age of these men is gradu 
ally creeping up Advertisement de 
signers are now at a premium and ad 
ditions to the staff of one agency are 
made usually at the expense of another 
The same thing goes for the free lance 
advertisement illustrators and the studio 
men 

Most of the leading names on the 
art agent's lists we have known for 
twenty years and more The hiatus in 
the flow of new men due to the war may 
be one reason and the lack of foresight 
in the training of newcomers by the whole 
advertising industry is another reason 

Who will follow these ageing men when 
they, like old soldiers, finally fade away’ 
Where are they coming from and what 
are they doing now’ 

Whatever the art directors and studio 
managers may say about the deficiencies 
or the monotonously similar character of 
the work they see from young art students 
secking a job, they realise that they are 
almost entirely 


dependant upon the 


school of art for their recrurts 


Schools of Art 

The School of Art comes tn tor a good 
Should 
the art student emerge from his training 


deal of criticism Is this fair? 


as a ready-made commercial artist’ 


Fven if this were possible, is it desirable’ 
Does the art director remember how 


long it takes to give a student a reasonably 


good basic training before he can begin 


to apply himself to specific problems’ 
How long in fact does it take the well 
equipped newcomer to the business to 
become anything like a dependable 
jumior layout man? Are the training 
methods in the agencies and the studios 
designed to get the best from the young 
sters they take on their staffs? 

These are the kind of questions the 
Creative Circle has been constantly 


What ts 
members have been 


considering since its inception 
more its doing 
something about it 

Early in its life the Circle organised, 
with the help of the Ministry of Education 
a meeting of the principals of the leading 
London and near-London Schools of 
Art, when all aspects of the training of 
advertisement designers were discussed 
in a lively and uninhibited fashion \ 
programme of things to be done was 
drawn up and since then many of these 
have been implemented 

\ panel was formed of art director 
members who would give their time, and 
were willing to tour the schools giving 
lectures on practical aspects of their job 
Many of these lectures have been given, 
and a School of Art may now apply to 
the Circle for a lecturer at any time 

Another panel of members serves at 
Ministry of Education's 
Advertising Board The 


purpose of this is to inters 


call on. the 
Desizn 

students 
applying for grants under the Further 
Education Training Scheme, with a view 
to the selection of only those who are 
likely to 


worthy applicants for jobs as advertising 


make good, and would be 


designers at the end of their course 


Booklet 
\ booklet has been written by the 
‘ 


stalfs and 


C ircie esi 1 tk vive the 
students of hools of Art information 


on what advertising 1s about, how the 


Jant ary 2 19S0) 


business 1s organised to do tts work, at 
what poimt the designer begins to work 
what his considerations are in the design 
department of the agency and how ‘they 
differ in the various design activities in 
other fields associated with advertising 
This booklet is intended to help both the 
staff and students to relate their training 
to the needs of the business 

The manuscript and photographic 
illustrations for this booklet are now in 
the hands of the students of the Camber- 
well School of Art, who are taking the 
format, typography, typesetting, printing 
and binding, as a practical exercise in the 
printing of a booklet for students by 
students 


Holiday Training 

For the last two years the Circle has 
been responsible for the organisation of a 
Students 


year, 33 


holiday training scheme for 
During the summer of last 
students were given the opportunity of 
working in the agencies and = studios 
under the direction of senior designers 


for periods varying from a week to a 


month. The virtues of this scheme are 
two-fold. It gives the student tn his last 
year of training an insight into the kind 
of job he would be expected to do under 
actual working conditions, and it gives 
the emplover an opportunity of assessing 


the merits of yvoung men and women as 
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future members of his staff, if and when 
Vacancies occur 

Opportunities have been offered by the 
Ministry of Education for Circle members 
to see the work of examinees taking 
the Ministry of Education's National 
Diploma in design each year This 
makes it possible for Art Directors to 
keep a critical eve on the kind of work 
done in a general way by students of 
schools throughout the country. Those 
who have seen this work have been im 
pressed by the width of the curriculum, 
and the vitality and imagination and the 
adventurous spirit it demonstrates 


Students’ Exercise 
It may come as a surprise to many that, 


apart from life and costume drawing, 


architecture, figure composition, anatomy, 


an extremely stiff but sensible exercise is 
set in memory drawing This may 
include the rendering of a drawing of a 
small town with its inhabitants and the 
street and trade paraphernalia appropri- 
ate to it, from a detailed word description 
of the place—an exercise which many 
practising illustrators would hesitate to 
undertake without the provision of ample 
pictorial references 

These students taking the intermediate 
section of the Diploma Course have also, 
as a “must” 
the round 


. the execution of a design in 
modelling and casting their 
own work —and must produce a piece of 
work in any one craft chosen by them- 
selves, which may range from carving a 
stone capital for a column to a design 
produced and printed by the lithographic 
process in a set number of colours 


Interesting Experiment 


A very useful and interesting experi 


ment was made last 
year with a number 
of the second year 
students of the 
School of Graphic 
Design from the 
Royal College of 
Art 

These students 
were sent out to 
the agencies by 
arrangement, to 
collect from the 
art director any 
job that was pass- 
ing through his 
hands at the time 
of calling. The stu- 
dent was briefed 
in exactly the 
same way as the 
layout man or the commissioned outside 
executant. He was given the same time 
to produce it and in every detail he 
carried out the work in parallel with 
the professional artist 

At the rough stage he brought in 
his work to the art director who gave it 
the benetit of his criticism and comments, 
and when this was done, called for the 
real job already done in the office. This 
gave the student the opportunity to 
compare himself with the practising 
designer and to assess his own weaknesses 
or virtues 

To finished drawing stage the job still 
ran in parallel, and all aspects of the 
problem, including the reproduction 
processes, were dealt with and discussed 
Finally the art director wrote a short 
report on the complete job which was 
posted to the student's tutor at the 
College, with a photoprint of the outside 
artist's work for Comparison 
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Future Action 

Any extension of these exercises, which 
are continuing this year, will commend 
itself to all those who are anxious about 
the quality of the recruits for the ad 
vertising agencies, but it does make claims 
on the art directors’ time 

The Creative Circle has also been asked 
by the London County Council to suggest 
the names of those willing to sit on the 
Advisory Boards of Schools of Art, so 
that those responsible for the trend of 
training might have the benefit of their 
practical experience and advice in subjects 
connected with advertisement design 

In these and other ways the Creative 
Circle has established, probably for the 
first time, a really practical and effective 
liasion between the schools and the 
industry, and those who have had most 
to do with it are not pessimistic of the 
outcome 


PB 


It is regretted that 
lack of space 
makes it impossible 
to reproduce more 


examples 
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for colour & protection 


So does a pack that looks enticing and shields 


Colour in nature serves a double purpose 


In our up-to-date plant we link art, ability and experience into 


the contents 
functional forms of attractive packages, making bays, wrappers, labels, cartons, of 
| 


all descriptions —printing letterpress, litho or gravure But it is in the realms 
of tilm and toil and their combination laminates that we come into our own. 
With these protective materials, we duplicate nature—sheltering and alluring. Let 


our Research Department solve your packaging preblems ! 
| | 


BROWN BIBBY & GREGORY LTD 
Colour Printers @ Packaging Specialists 


London Office: 9 Grafton St., W.1. Tel: Regent 2506 Registered Office & Factory: Speke, Liverpool 19. Tel: Hunts Cross 1331 
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photographs the expressions “such a nice 
change * would show the reader pleased 
with the magazine. Distortion mirrors in 
fun fairs gave the clue; and distortion 
photographs to give the same effect were 
decided on. 
A great many technical difficulties had 
to be overcome. The first was the optical 


Pp a re) t re) r a a) sharpness of the definition of the whole 
: ate image 


This was solved by special lenses 
: , ’ . , Tc The quad-crowns were printed photo- 
’ ; , : “9 ' litho But later, double-crowns and 
re rs) °o A t Ee r d e $i g n : 48-sheets were printed on silk screen—a 
el SS -¢e a process which on this occasion was 
: as ge attempted for the first time in this country 
The D. H. Fvans photographic silk 
f screen poster (see page xxv) is another 
interesting example of experiment in this 
held. 
The Picture Post example (see page 
xxv), on the other hand, ts an ordinary 
photo-litho job with interesting con- 
trasts in the background colours PG 


I was decided to use photography in 

the design of posters for two of the 
Hulton Press magazines — Picture Post and 
Lilliput 

The magazines differ from each other 
completely in content and spirit ; so it 
was obvious that this difference must be 
repeated in the posters. 

“Picture Post stops the world in motion” 


iS a Statement that pretty fairly represents 
a large part of the magazine's aim and 
achievement. The problem was how to 
put this over visually 

As Picture Post ts a picture magazine, 
photography was the obvious medium 
The objective was then to represent—on 
a 48-sheet poster- a continuous movement 


which would stop, dramatically, as an Stroboscopic photography—the recording of a continuous action by a series of flashes 
actual Picture Post covet of 


short duration is the key to these dynamic posters designed by Arpad Elfer and 
After a good deal of experiment it was photographed by Zoltan Glass. Other examples of photography applied to poster design 
decided to use synchronised stroboscopic 
are on page twenty-five 
camera shots. It was thus possible to ; 
record very fast action photographs 
which were continuous and to freeze 
the movements to a twenty-thousandth of 
a second 

It is beheved that this experiment, 
with the actual reproduction of pos 
ters sized 120° x 240 is the first of 
its kind carried out with any success in 
this country — possibly the world 

The Lilliput posters (see page xxv) 
were quad-crowns for use on the Under- 
ground. In this case they were reflecting 
an interesting and unusual series of photo- 
graphs which were appearing editorially 

It was thought that they expressed the 


vivid character of Lilliput. By means of 
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CITY DISPLAY COMPANY LTD., 
28! 3 Goswell Road, London, EC. 1 TERminus 1077 
Notione! Window Dressing & Exhibition Services 


C.D. PRODUCTIONS LIMITED, 
EXHIBITION WORKS 


Pembroke Road, London, NB MOUntwiew 1134 
Disploy, Ex udition & Scale Model Production 


C.D. (Overseas) EXHIBITIONS LIMITED. 
iddesie:gh House, Caxton Street. 5 Wi ABBey 5995 
Exhibitions & Trade Shows Abrood 


INDUSTRIAL PRESENTATION LIMITED 
iddesieigh House, Caxton Screet.S Wl ABBey (917 
industrial Design & Morketing 


GILBY ENGINEERING COMPANY LTD., 
Raven Road, South Woodford. £18 BUCKhurst 661) 
High Precision Engineering 


ARTADS SERVICE (A.S. & C.D. LIMITED), 
332a and 332c Goswell Road, E.C.1. TERminus 2954 


Cinema Publicity 

CITY DISPLAY (SCOTLAND) LIMITED, 
33 Pict Street, Edinburgh 3. Edinburgh 21749 
Dealer Service North of the Tweed 

C.D. ELECTRIC COMPANY LIMITED, 


62 High Street, London, N 8 MOUntwiew 2723 


Exhibition Hiumimation & Animation 


CITY DISPLAY ORGANISATION 


Kieht companies eombined for a 


single purpose—to create, construct 


and install Exhibitions and Shop 


Window Displays of high quality in 
Great Britain and Overseas . . . ws +»: 


CITY DISPLAY ORGANISATION ( , . IPDESLEIGCH Hotst CANTON STREET LONDON, \ 
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Britain's 
Best 
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Photography In Poster 
Design (continued) 


Normally one associates photography 
with purely realistic representation. The 
examples on this page however show how 
wnagination can transform photography 
into a creative medium as flexible in its 
application as the brush of the artist 
Taese examples were desiened by Arpad 
Elfer and photographed by Zoltan Glass 
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ANNOUNCEMENT 


FREDK PUCKRIDGE & NEPHEW LTD 


To avoid confusion of accounts and mail, we have 
decided to separate our Silk Screen Department and 
in future this will be known under the title of 


MOUNT WORKS - 96 UPPER CLAPTON ROAD - LONDON ES - TEL: AMHERST 4893 


ra y Your dog loves Chappie 


i i and Chappie knows 
El © whatshestin P| 


POINT-OF-SALE ADVERTISING 
transo ape 


BI (tops SHELF STRIP 


Easily seen—Easily fixed—Easily stripped off and replaced with a 
new message-—Easily the most efficient low-cost advertising medium of 
its kind. 


First-class studio facilities available for the creative designing of slogans 
CHAPp: motifs, mascots and other selling ideas. 


LEADING NATIONAL ADVERTISERS USE TRANSOTAPE FOR ADVER- 


TISING, SEALING, DECORATING PACKS, PROTECTING LABELS AND 
DOING A THOUSAND-AND-ONE JOBS FASTER, BETTER, AT LESS COST 
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The visual chaos 


A SALES campaign that ignores display 
“Ais crippling itself from the start, for the 
“point of sale” impact must bear some 
relation to all the other activities or you 
will not clinch the sales quickly. 

Press advertising, as a principal pre 
activity to display, does its best to create 
equivalents to the actuality of goods by 
means of black marks on white paper —by 
two dimensional art 

Growing competition, the appreciation 
that the advertisement must compete in 
interest with ‘the editorial matter, has 
led to much cleverer amd more thoughtful 
ways of constructing advertisements 
not only to win the reader's attention but 
to win his conviction by its authority 

Yet window display—-with all its 
wider scope in scale, in three-dimensional! 
possibilities, and in actuality has failed 
lamentably to keep up 

Why this is so is 4 Complex matter 
Perhaps the short answer is that while 
the manufacturer has found himself 
forced by sheer competition to employ 
and to obey——an experienced advertising 


- of our streets 


agency, he loves to dicker wrth display 
material himself. It is his only chance to 
play at being a patron of the arts 

On the other hand, some do not feel 
it important enough to warrant much 
expenditure of time or money. “Here are 
the goods, at the point of sale, within 
arms reach as it were—-why do more?” 

What manufacturers and sales mana 
gers ignore is the visual chaos of our 
streets to-day 

First, they are filled with the furniture 
of municipal service; lamp-posts, pillar 
boxes, fire call boxes, telephone kiosks, 
trafhe lights and crossing signs 

Next, the bus and van sides, the swing 
ing signs and bare walls are plastered 
with slogans and displayed statements of 
various kinds And top of all this 
people. Crowds of people, all in a hurry 
and only half looking where they are 
going because of their pre-occupations 

Press advertising has become very skil- 
fulin what I call “the art of interrupting’ 
and it ws here, | think, that most shop- 
window displays fail lamentably 
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The shop-window display, then, must 
mterrupt It must distract from pre 
occupation, it must arrest, tease and 
persuade 

Therefore it must have qualities of 
simplicity rather than confusion, planned 
composition and colour rather than 
profusion, by which no clear and instant 
emotion ts evoked 

Some famous shopping streets have 
this quality as a whole—Fifth Avenue 
the Rue St. Honore and now to an 
increasing degree our own Regent Street 

And as a result people actually go 
there to be pleased and educated (even 
though they are only “window shopping”) 
and the profits are commensurate 

But, you may argue, these shops are 
selling luxury goods not household re 
quisites in common and continuous use 

True but the governing principles are 
the same, the windows are so arresting, 
sO attractive, that they call to you-—as 
all shop windows should 

By and large, it is because these success 
ful merchants, or their window dressers, 


are using the exhibition technique, and 
in my view good exhibitions are showing 
the way very clearly 

By this | mean that their windows are 
in themselves advertisements three di 
mensional posters with a fine first 
glance appeal, so attractive that you feel 
impelled to explore the deta! 

Now why ts this’? ft is, [T submit 
because the professional display man ts 
allowed a free hand 

Let us plead then, with the clients, all 
of us, all the time, for the importance of 
the windows in every campaign, for 
freedom to handle them and for that 
authority of “know-how” that is to-day 
accorded to us in the Press 

All the world will be here in 19%! 
That should be our first objective in 
time An 
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AAVEL 


The Creative 
approach 


bp pe GHOUT advertising’s forma- 
tive vears creative work was confined 
solely to the production of advertisements 
whether in Press or poster form. Writers 
and artists were introduced to advertising 
to produce bright slogans and pretty or 
amusing pictures, and there their work 
ended. These people were trained writers 
and artists but they had no knowledge of 
advertising. They had wit, intelligence and 
imagination, and advertising needed these 
things. 

As the business grew and became more 
complex, so the interest and knowledge 
of the artist and writer expanded 
Eventually the valued quality of “imagi- 
nation” became trained imagination, and 
at this point the advertising creative man 
was born 

It was quickly discovered that people 
with trained imagination could be used 
in many ways that were profitable to 
the agencies employing them 

To-day, the trained imagination of 
creative people ts being used in a thousand 
ways. No longer limited to the business 
of producing advertisements, their in 
fluence can be seen throughout the fields 
of marketing and merchandising and 
even in the sphere of production 

Originating from suggestions put tor- 
ward by advertising creative men, many 
new products and many improved pro- 
ducts have been put on the market 

Sometimes, as the result of intelligent 
analysis of consumer research, a change 
of product formula has been suggested 
to make it more suitable to the market, 
and therefore more profitable to the 
manufacturer 
> At other times creative design has 
made a product more attractive, more 
efficient in use, and more economical 
in production 

Businesses like Jaeger and Kardomah 
have been completely transformed in 
appearance by the imagination of 


advertising creative men. Great stores 
like Simpson's in Piccadilly, Exhibi- 
tions like “Britain can make it” and 
even spectacular glass trains travelling 
across Britain show the unmistakable 
hand of advertising’s leading creative 
people 

It can also be seen in Government 
publicity, in political propaganda, in 
public transport, in films and in radio, 
in fact anywhere and everywhere where 
visual appearance and persuasion are 
necessary 

In presenting Britain, both at home and 
abroad, the creative approach is more 
essential than ever before. The creative 
approach does not consist merely of the 
ability to write or draw. It is an attitude 
of mind, born of the desire to express 
ideas with inspiration and sound purpose 
and to replace dullness and mediocrity 
with imaginative originality 

The basis of all creative work is 
organisation. Whether he is arranging 
facts, thoughts and ideas in lucid argu 
ment of colour, formal or 
spatial relationships, the creative worker 
is engaged on a job of organisation. But 
the difference between the creative worker 
and the administrator or executive ts that 
his work is inspired throughout by his 
creative imagination 

It is this difference that makes the 
creative man so valuable. Why then 
should he not be used more extensively 


creating 


in other fields? He can bring inspiration 
to the business of marketing and lift 
other activities above the planes of fact- 
finding, space-booking and the auto- 
matic selection of established reproduc 
tion processes 

If the message of advertising is not to 
be ineffective, the formula by which it is 
presented must be constantly renewed 
and refreshed 

This places a considerable respon- 
sibility on the creative worker Con- 
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tinually, he must seek new ways of 
varying the surprise and quality of his 
appeal. Always he must be exploring 
the fields of literature, art and mechanical 
reproduction for new ways of stimulating 
the reader's vision and mind 

As advertising and its related acti- 
vities become more complex and more 
technical the need for creative direction 
becomes more essential. Packaging has 
entered a new phase, with the package 
engineer and the scientist taking the lead 
New materials and laminations of paper, 
film and foil present the opportunity for 
a new creative approach to package 
design 

Unless the creative designer is 
called in right at the beginning we will 
have an orgy of bad packaging. This 
happened before, when plastics were 
first introduced to packaging Manu- 
facturers were intrigued ; the designer 
was overlooked, and the results in many 
cases were hideous 

This applies also to the use of colour 
in advertisements. The rapid develop- 
ment of colour photography and high- 
speed rotogravure printing calls for an 
immediate application of the creative 
approach. Otherwise we shall soon be 
suffering from chromatic indigestion 
Colour used correctly is pleasant and 
stimulating Colour out of hand is 
frightful 

The field of technical research is of 
great importance to creative workers, yet 
it remains unexplored so far as advertising 
is concerned. Colour, design, optical, 
material and photographic research are 
vitally necessary 

The Printing and Allied Trades 
Research Association is doing valuable 
work at their research station at Leather- 
head, but this is for the benefit of their 
members only The creative side of 
advertising is not represented. Yet there 
is urgent need for such research facilities 
to be placed at the disposal of creative 
workers if new materials and processes 
are to be handled intelligently and with 
imagination 

As a nation we have a right to be proud 
of our industrial history. For years we 
led the world in industrial development 
The quality of our products remains 
unsurpassed 

But we still have to prove that we have 
an equal genius for taste and inspiration 
in presenting our goods and our mes 
sage to the people, at home and abroad 
It is not for lack of creative talent, but 
because those responsible have not recog- 
nised its existence and made full use 
of it in the past. Now it becomes vitally 
necessary 

The world must be told what Britain 
stands for, what it does and what it has 
to offer. The message we send out must 
be inspired, and advertising’s creative 
workers can supply the inspiration. HJ 
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Presenting 


Britain overseas 


S Britain's export drive being properly 

backed by export advertising’ Are 
our exporting manufacturers giving the 
same study and attention to the problems 
of overseas advertising as they are to 
their advertising in the United Kingdom ” 

The answer is NO. And if any 
reader doubts this he should go overseas 
and find out how our export drive ts 
functioning at the receiving end 

I could fill this entire issue of Presenta- 
tion with appallingly bad examples of 
advertisements for British goods which 


ill igh bor 


PYRAMID 


HANDKERCHIEFS 


In white and coloured for men and women 
A TOOTAL PRODUCT 


Gow Regterne Tow Bee Lane 
a TOOTeL «Cr aetarTtED 
Fy Ranin 


have appeared during the past two years 
in overseas Newspapers and magazines 
advertisements which not only completely 
missed their mark, but must have helped 
to create the impression in the business 
communities of the countries concerned 
that the British are not taking their 
export drive seriously 

Of course there are some notable 
exceptions. There are a few British 
firms who have been established in the 
export field for many years and are more 
highly knowledgeable about the countries 
in which they operate than most adver- 
tising agents 

There are also a few new post-war 
exporters who have handled their over- 
seas marketing and advertising with the 
sam: thoroughness they apply at home 
But these are exceptions 

One kind of offender 1s the blunderer 
the manufacturer who rushes into export 
advertising before he has taken the 
trouble to find out anything about the 
peop'e who might buy his goods in the 
overseas market, the strength of his 
competitors or the media in which he ts 
advertising, and without considering 
whether the advertising is properly 
related to distribution, seasonal buying 
trends and merchandising 

Another kind of offender is the manu- 


HOW NOT TO DO TT 
This advertisement for Pyramid Handker- 
chiefs appeared in the Bantu newspaper 
Hlanga Lase Natal’ on 19th November 
1949. If the picture says anything at all 
to the African native, the picture probably 
says something like “Beware the evil spirit 
of the white man’s handkerchief **. Under 
the picture is the phrase “The nose 
helligerent will fieht for " I should be 
very surprised if possibly one native in 
100 000 understood the word” belligerent’ * 
or has the faintest notion what the picture 
and phrase is meant to convey. 
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facturer who expects advertising to make 
up for all shortcomings, whether in his 
selling and marketing organisation or in 
the goods themselves 

In both cases the result is much the 
same: the manufacturer soon reaches 
the point where he is saying “I tried 
export advertising but it failed.” 


The Worst Offence 


But by far the worst offender is the 
manufacturer who shirks his duty and 
puts the responsibility for advertising 
on his overseas agent or distributor 

It is an astonishing thing in these enligh- 
tened times when the development of our 
export trade is a matter of life and death 
to us, that there are a great many im- 
portant British manufacturers who grant 
their overseas distributors ‘“‘a special 
discount" —perhaps an extra five per cent 
over the usual trade cut-—“to pay for 
advertising.” 

And it is even more astonishing that in 
most cases these manufacturers take no 
steps whatever to find out whether the 
money was spent on advertising or not, 
and if so, how ! 

This practice of granting a local dis- 


(Continued on page Xxx) 


This in Mr Monuoe 
My 


fo write letters 


HOW TO DO IT 


This is one of a series of advertisements 
now appearing in a number of Bantu news- 
papers in English, Xhosa, Sesutho and 
Zulu for Spicers Lid., Agents, Intam South 
Africa (Pty) Ltd. Note the simple clarity 
of picture, layout and typography. Note 
the elementary approach. “This is Mr 
Mosuoe. He is a teacher "* Note, too, 
the simple clinch: “Ask for a TUDOR 
Pad when you buy notepaper”, instead of 
the more usual clutter of logotypes and 
names and addresses 
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tributor extra discount 
tising “ts 


‘to pay for adver 
a pernicious one. At its 
worst it ts rotten and corrupt : the money 
so often finds its way into the pocket of 
an individual in the distributor's organi 
sation and ts never spent on advertising 
m any torm 


At its) best it is spent on some 
form of advertising which _ benefits 
the distributor much more than it 


benefits the British manufacturer 

Britain’s position in the export markets 
of the world would be much more satis- 
factory to-day if all the millions squan- 
dered by British exporters over the course 
of years in the form of “advertising dis- 
count” had been wisely spent in creating 
consumer goodwill 


Lost Opportunities 

Not all manufacturers who shirk their 
advertising responsibility grant an “‘ad- 
vertsing discount” to their overseas 
agents. I know one large firm which has 
considerable export business 
since the war in a line which was for- 
merly dominated by German manu- 
facturers. Selling was no difficulty at 
first. In 1947 they had a year’s output on 
their order books : the very thought of 
publicity embarrassed them 

In 1948 orders began to fall off. They 
began to think about advertising. They 
said “we will try to get our overseas 
agents to pay the whole cost of adver- 
tising , after all we give them a good 
trade discount.” They are still trying ! 
Their overseas agents, not unnaturally, 
take the view that their discount ts theirs 

The argument goes on: the British 
manufacturer giving his overseas agent a 
discount, as it were with one hand and 
trying to snatch it back to pay for adver- 
tising with the other. A little advertising 
has appeared in some countries, but when 
the manufacturer has seen the cuttings he 
has almost invariably had a shock. How- 
ever, as long as he contributes nothing 
towards the cost he is not in a position 
to complain 

The result is, that although — this 
manufacturer has had a wonderful turn- 
over in export trade during the past 
three years, he has done absolutely 
nothing to create consumer goodwill 
for his products 

Meanwhile, the Germans are steadily 
creeping back It is my prediction that 
by the end of 1952 that firm's export 
business will have dwindled to almost 
nothing 

Here was a heaven-sent opportunity to 
build something permanent The pro- 
ducts were not merely as good, but vastly 
better than their counterparts which the 
Germans supplied before the war. With 
quite a modest percentage of the turnover 
of the past three vears this manufacturer 


done a 


ANAL 


could have carried out very substantial 
advertising Campaigns in all the markets 
concerned, and ensured that the names 
of his products were inscribed indelibly 
on the minds of his public for a genera 
tion hence. Now it ts too late 


The Bright Side 

By way of contrast, let me tell you 
about another manufacturer. His lines 
were in short supply in most countries 
when the war came to an end, so that 
selling was no problem. Moreover, the 
margin for advertising on his class of 
goods is normally high, so that the 
amount of extra profit he might have 
made by not 
siderable 

But this manufacturer was not so much 
concerned with the size of his profits in 
1948 and 1949, as the size of his business 
in 1960. He decided to spend in consumer 
advertising the whole of his first year’s 
turnover in each export market he entered : 
half the total turnover in the second year, 
and a quarter in the third year. He has 
already entered five export markets and 
is just about to enter a sixth. He ts in the 
export business to stay 


advertising was con 


\ Job for Experts 

Presenting British goods and services 
in the advertising columns of the overseas 
Press is fraught with difficulties and 
pitfalls. It calls for more expertise than 
any other job in advertising 


Take the so-called “native markets, 


for example; those numerically vast 
markets of black, brown and yellow 
races still relatively undeveloped 


In many of these markets the prestige 
of the white man is still a dominant force 
There is a story of a bookseller in one cf 
the Southern States of the U.S. who had 
a large stock of illustrated bibles on his 
hands. He decided to employ his small 
son to blacken the faces of all the angels 
pictured in the book, hoping that this 
would make a strong appeal to the local 
negro population. But he was mistaken 
What had been a steady trickle of sales 
ceased altogether. It was then that he 
learned that the least the average negro 
expects after death is that his virtue in 
this world will be rewarded by achieving 
whiteness in the next! 

Illustration 1s usually the most im 
portant element in advertisements ad 
dressed to the “native” market, partly 
because it “sets the tone” for the product 
to a greater extent than ts the case at home, 
and also because, in many instances, it has 
to be relied on to tell the story. Because 
it iS SO Important, it ts essential to know 
just what kind of an illustration should 
be used in different circumstances 

If a person illustrated in an advertise 
ment is setting an example to the reader, it 
iS Important to choose a type whose advice 
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would be accepted. For instance, in the 
case of a doctor recommending a remedy, 
a European doctor is usually preferable 
because the European doctor's prestige 
iS greater in the eyes of the native than 
that of the coloured doctor. The same 
would not necessarily apply, however, to 
a school teacher. In matters of style and 
fashion, the prestige of the white man is a 
powerful factor. The Japs did a big trade 
with dummy fountain pens in Africa 
before the war. There was no deception 
the natives were not interested in instru- 
ments for writing, but only in. vest 
pocket ornaments 

A few months ago in Johannesburg | 
saw several native errand boys with fully 
extended car radio aerials fixed to the 
handlebars of their bicycles They had 
no radio sets, but the aerials—the same 
as on the car driven by the white “baas” 

cave them obvious pleasure! There is 
a lesson here for advertisers 


No Infallible Rules 

But for every case where the prestige 
of the white man can be exploited, there 
are as many cases where it is essential for 
illustrations to show native types A 
white woman scrubbing a floor or a 
white man wheeling a barrow would 
mean nothing to an African native. The 
picture would convey no message to him 
in terms of hes daily life, and would 
merely leave him puzzied. These things 
tend to differ greatly with different 
territories and there are no rules which 
can be generally apphed 

Where it is advisable for the illustration 
to “go native” it is essential that the 
detail should be nght. The border round 
the edge of a sari or the pattern on a 
sarong are important matters in India 
and Sumatra. But there is no need to go 
as far afield as Africa and the Far East to 
strike snags of this kind. A picture of an 
Englishwoman knitting a jumper would 
be wrong anywhere on the Continent, 
where knitting needles are held in a 
different way Telephones are different 
in most Continental countries too. And 
while a street scene in a modern Swedish 
city may look very much like the same 
thing in England, there would be no 
large poster hoardings, and a picture of 
a man driving a car and smoking a 
cigarette would evoke a shoal of letters 
from readers, because that ts an offence 
which could cost a Swedish driver his 
leence 


The Pitfalls of Copy 


Copy can “go wrong” in just as many 
ways as illustration. It is a great mistake 
to imagine that the world can be divided 
into English-speaking markets and 
Foreign Language markets. There is a 
third and very important category which 


(Continued on page xxan 
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...why not consult 


the experts — 
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might be called the semi-English-speaking 
markets: countries where English is not 
the mother tongue, but is in general use 
as the lingua franca between peoples 
speaking many different native dialects 

The English of advertisements written 
for England will not do for these markets 
It is almost invariably too sophisticated 
it must be re-written and simplified, but 
this must be done with great care, lest 
the reader senses that the advertiser is 
“talking down” to him. [t is important, 
too, that not only the English but the 
thought must be simple 

English copy intended for translation 
should always be re-written with this end 
in view. All cleverness, all metaphor, all 
double entendre should be deleted 
Words which are capable of having two 
meanings should be avoided, and if this 
1s not possible, the particular connotation 
should be added for the benefit of the 
translator 

For example, if it is necessary 
to use the word “light”, it should be 
followed in parenthesis by * in weight” 
“in colour”, “not severe’, “easily di- 
gestible”, or whatever is meant by the 
word in that particular connection 

Unless means of checking translations 
are available, they should be translated 
back into English by a second translator 


and the two English versions compared, 
to ensure that the full meaning has been 
preserved 

But best of all, of course, is to 
avoid direct translation and have the 
copy written in cach language by a 
native copywriter who fully understands 
the brief 


The Dollar Markets 

Much of the foregoing applies to 
advertising presentation in “native” 
markets and foreign language countries 
The principal dollar market, the United 
States, has its own special problems 
which are no less intricate 

The two most common mistakes made 
by British manufacturers in tackling this 
market are, in the first place, that they 
have tried to tackle all of it at once—an 
enterprise doomed to failure from the 
Start for any firm not having vast funds 
at its disposal—and in the second place, 
that they have assumed the United States 
to be one territory, in the marketing and 
advertising sense. 

It has sometimes been suggested that 
here was a case for a co-operative “Buy 
British” campaign, sponsored and pos- 
sibly financed by our Government. I do 
not agree. General exhortations to buy 
the products of a foreign country have 
never yet shown appreciable results 

| am not decrying the use of co-oper- 
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ative advertising per se: there have been 
many occasions when a joint effort by an 
industry has brought great benefits to 
the individual members of that industry, 
and it may well be that group advertising 
could do much to further the interests of 
some of our industries in the American 
market. But co-operative advertising by a 
nation designed to embrace all the 
products of that nation ts in a very 
different category. The claims cannot be 
specific enough, and we should all know 
by now that advertising which is specific 
brings the best results 

Co-operative advertising by industries 
has one danger and it Is a serious one 
the contributing firms should recognise 
its limitations and should not regard it 
as a panacea Success in the export 
field, whether in the dollar markets or 
elsewhere, comes as the result of indi- 
vidual initiative 

Presenting Britain overseas through the 
advertising of British products calls, 
above all, for real knowledge of the 
markets, and for an imaginative, creative 
approach E.B 
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’ 
OF ‘POINT OF SALE 
the tremendous value of really 
effects Point of Sale’ advert 
z, forming, as it does, the final 
tween press, promotion and 
t, 1s not always appreciated 
‘ Jo advertisers realise the 
my of this rental-free advert- 
Nowhere else can one obtain 
a perfect site right at the 
where public and 
rr And nowhere els« 
obtan such brilliant 
’ . 
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ar o which “ Trapinex 
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forceful effect on showrooms through 
out the countrs The rvices of the Trapine x 
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N advertisimg, the public's 

demands are, to a great extent, 
governed by the fluctuating 
weather conditions, the rise and 
fall of temperatures, the amount 
of sunshine or rain. 

Therefore, advertising cama- 
paigns should be closely linked 
up with the weather changes. 

This is possible, by two 
methods. 

1. By using the average weather 
conditions, to be dealt with 
in this article. 

2.By using Long 
Weather Forecasts. 

In most offices dealing with 
advertising there is a map of the 
British Isics, showing statistics 
of various matters to do with 
particular campaigns, How few 
realise that the background to 
these statistics is to b: found in the 
climatical and weather variations. 
For instance : 

The West of the country is 
more equable in summer and 
winter, than the East, but on 
the other hand, the West is 
generally more rainy than the 
East. 

The least rain, and the most 
reliable good weather months, 
on average, in the West and 
North, are May, June and 
September. 

The cold spells come earlier 
in the North than in the South- 


Range 


ast. 

The highest temperatures are 
most likely to occur in the 
South-East. 


Soft Drinks In 
Hard Weather! 


The timing of advertising with 
the weather should be linked up 
with climatised areas. The county 
of Kent, for example, has 
reactions that are very different 
from those in Lancashire. 

All this information is avail- 
able, and much mors, and yet, 
not a month passes without 
some form of inappropriate ad- 
vertising. 

Sometimes, a particular locality 
does not conform to the general 
rule. An examination of the 
map will often solve the prob- 
lem. Is the area sheltered, ex- 
posed, hilly or flat?) One firm 
wrote to us recently and stated 
that they just could not explain 
why sales were poor in particular 
towns. Margate was one of them 
Yet in other towns like Bourne- 
mouth and Torquay sales were 
excellent. 

Look at the map. Margate is 
bracing, more exposed, drier than 


It Pays Advertisers To 
Study The Weather 


says J. K. BARTLETT 
of the Bartlett Bros (J. K. and D. Bartlett) the long-range 
weather consultants, whose book, Signpost to the Weather, 
was recently reviewed in ADVERTISER'S WEEKLY. 


the other two resorts, which are 
sheltered, more humid, close. The 
answer was obvious, with the 
particular brand of goods adver- 
tised. 

It is important to remember 
that there are critical degrees of 
temperatures, variations above or 
below which cause immediate 
fluctuations in the sales. 


Let «as consider particular 
problems. Soft drinks, for 
example. Fine weather increases 
sales, and when the temperatures 
rise above the critical degree, the 
sales graph line rises sharply. 

With women’s fashions, how 


often do we find wasted space, | 


because of poor weather antici- 


pation, or of a forcefully worded | 
advertisement to a county where | 


the people, owing to the 
climate, are inclined to be more 
receptive to a softer approach? 

Rainwear is splashed over the 
columns in the west of the 
country during the dry spring 
months, yet a couple of months 


later, when it is more rainy, this¥ 


area is often neglected. 

Beachwear advertisers should 
remember that a good, warm 
period in March is short lived, 
and that the sea is cooler than 
in October. 

Every commodity has a 
weather angle. There are no ex- 
ceptions. The weather affects 
everything that is bought and 
sold. Why not work with the 
weather instead of against it? 

To give another example. A 
caterer with many shops at 
coastal resorts did not do so well 
at some of his restaurants during 
the good 1949 summir as in more 
showery 1948. He could not 
understand it. Yet the answer 
was obvious. The shops that 
did not do so will in 1949 were 
off the actual seaside beaches. 
whereas the showery 1948 season 
scattered the people more. They 
wandered from th: beaches and 
used the town restaurants 

In the last few months of 1949, 
we saw a display of heavy coats 
durihg a sunny period, a white 
sale during a cold snap. No 
effort was made to alter the 
window with the weather. 

Do not wait for the peak of a 
particular spell. Campaign before 
it reaches the highest or coldest 
temperatures, the wettest or 
brightest period. The public re- 
action is always, “This cannot 
last.” 

Study the climate, the areas, 
and the weather expectations. 
The result may mean a difference 
of thousands of pounds. 


® Maximum Effective Circulation 
® Minimum Waste Circulation 


87°, of the readers of Racing Review are in the 
top income group (Group ‘A’) as defined by the 


NO WASTE 
READERSHIP 


2/6 


MONTHLY 


RACING REVIEW is an 80 page Monthly Journal read 

by the sporting aristocracy of the British Turf who 

prefer to buy the best! It has a circulation 

increasing monthly and its life is a long one:— 

RACING NEWS ~- BREEDING ~- BLOODSTOCK SALES 
FORM + FASHIONS & GOSSIP 


FACTS ABOUT RACING REVIEW 
14% is among titied families and landowners 
34% is oy annual subscription 77° own motor cars 
The present rate of £20 per page and pro rata will 
hold good for all space ordered before June 30, 1950. 


Series Discounts: 
5°, for six insertions 10% for thirteen insertions 
Recognised Agency commission 15° 


Specimen copy, official rate card, and details will be sent on 
receipt of business letter heading. 


J. WATSON GLEDSTONE, Advertisement Manager 


RACING REVIEW 
32 PARK LANE, LONDON, wW.! 
Telephone: Regent. 7627 


-®A must on the ‘Quality’ Schedule! 


-_— 


—) el ee ee . A ; ® at _ 
x | 147 ADVERTISER'S WEEKLY 
“ | SE MOT TE eR ASS =" RESET 
2 ee ) ee . 
p | | 
Sr ee Hulton Survey. 
* ; 
‘o 
J ‘ « l : 
". fh cing a 
: ~~ Review A. 
ee _ “4g 
‘a * 
ih a | “ | 
oy oe.” 
: Bes ve + rN 
ee = 

s eee ; reaches a 
at Ee, buying jj 7 
eg wee = 7 5 . + 
mW frond ei® power [im 
e “ . oy 
i ; 
eg . 
. ' 
a g 
2 : 
1 ’ | 
oe : 
* ee | 
& : 
Bieta’ 

pe NEeennn een 
2 ae: 


ADVERTISER'S WEEKLY 


The ‘Ad’- 


Ventures 


Of P.C.49 


OT long ago, Mr. Brian 
(P.C.49) Reece found among 
his fan mail a littl soap 
replica of the character he has 
made famous to radio listeners. 


It appears that in July 1949, 


Similarity of package links Tah 
baby soap with the policeman-in- 


Mr. A. P. Danischewsky, who is 
managing director of the manu- 
facturers, Droyt Products Ltd.. 
found in his factory a model and 
the necessary die to make the 
figure. 

The soap industry had just 
been allowed, for the first time 
since the war, to compete inside 
the total volume of trade limited 
by the amount of ration available 
to the public, and the sales of 
every manufacturer depended 
once again on the popularity of 
his lines and his productive 
capacity. This resulted in a con- 
siderable increase in advertising, 
particularly by the biggest units. 


Limited Campaign 
Not Justifiable 


Also at this time, Droyt were 
planning to market Tah baby 
soap. It seemed to them, how- 
ever, that to start a limited Press 
and poster campaign would not 
bring justifiable results, and they 
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The policeman and his package, sold at cost price, will introduce 
Tah baby soap, and will perform the function of advertising. 


decided rather to rely on origin- 
ality of the make-up of their pro- 
ducts, including the design of 
packages. 

The arrival of P,C.49 was thus 
—as on other occasions—ex- 
tremely opportune! Obviously, 
the manikin would be very popu- 
lar, at least for a while, and, sold 
at about cost price, would serve 
to introduce Tah to the public 
without additional advertising 
expense. 

A designer was called in to link 
the two products with similar yet 
distinctive packages. Using the 
scissor-cut technique with black 


and blue paper, the lady—who 
had never previously designed 
any pack or ad.—produced the 
cartons illustrated here. 


By the end of September, pro- 
duction of the soap police force 
had started on a trial scale, 
and a substantial order was 
shipped to Canada before P.C.49 
entered the home market last 
October. 


It is a little early to judge 
whether the venture has been 
successful, but considering soap 
rationing and other limiting fac- 
tors, Mr. Danischewsky is well 
pleased with resuits. so far. 


An average of 4°*6 replies received 
to each Box Number Advertisement 
inserted in the 


BRISTOL EVENING POST 


during Six Months July—December 1949 
DAILY NET SALE FOR THIS PERIOD 


B1,140 


ABC. 


= Replies were received from readers in Bristol, Somersetshire, Gloucestershire, 


Dorset and Wiltshire. 


For details of circulating area, marketing data and rates, apply: 


90, FLEET STREET, LONDON, E.C.4 or Head Office: SILVER STREET, BRISTOL |! 
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ONE INSERTION 
IN THE 


RADIO TIMES 


IS A NATIONAL CAMPAIGN 
FOR A WEEK 


10000 


AVERAGE WEEKLY WET SALE FOR JANUARY TO JUNE 1949 


ADVERTISEMENT DEPARTMENT, B.B.C. PUBLICATIONS, BROADCASTING HOUSE, PORTLAND PLACE, LONDON, W.i 
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OVER A MILLION CIRCULATION 
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THESE ARE THE PRINCIPAL TWENTY:— 
@Furness & South Cumberland Rail & Bus 


Bath and District A.B.C. 
Bedford and District A.B.C. 
Yorkshire Observer A.B.C. 


“Sussex Daily News’ Red A.B.C. 


Arrowsmith’s Bristol A.B.C. 
Williams’ Cambridge & District 
Thurman's A.B.C. Carlisle 
Smart's Cheltenham A.B.C. 
“Derby Advertiser” A.B.C. 
Townsend's Western Counties 
Smart's Gloucester A.B.C. 
Biddies Guildford Rail & Bus 
Cowell's Ipswich & E. Anglian 
Brendon's Piymouth A.B.C. 
Salop County A.B.C. 

“Swindon Advertiser” A.B.C. 
Torbay & South Devon A.B.C. 
Warren's Winchester Guide 
Weston-super-Mare A.B.C. 


OUTSIDE LONDON INDEX A.B.C. 


TIMETABLES ARE ESSENTIAL FOR DEALER 
SUPPORT AND DIRECT SALES 


GOOD COVERAGE at LOW COST 


Write to JOHN BILHAM for particulars 
INDEX PUBLISHERS (Dunstable) LTD. Advertisement Dept 
69 VICTORIA STREET, LONDON, S.W.1 Tel. Abbe~ 4411 | 


and at Dunstable, Beds. 
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More Calendars 


A Further Selection Of Those Received By 


One of the most attractive 
calendars of the year is that pro- 
duced by the Star Process En- 
graving Co. The Harbour, St. 
ives, Cornwall, painted by John 
Park is beautifully reproduced. 
Date or tear off daily. 

* = 


C. W. Martin & Sons Ltd., fur 
and skin merchants, commis- 
sioned Gordon Crocker to take a 
beautiful colour photograph “in 
the h that its presence on the 
wall your office will help to 
brighten the astere times in 
which we live.” The result is a 
glorious mass of framed flowers 
in perfectly reproduced, delicate 
colour. 

oe * 7 

John Swain & Son Ltd., process 
engravers, have chosen a delight- 
ful painting of Old Shoreham 
Church to illustrate their calen- 
dar which is the essence of good 
taste. 

7 7 

An unusual device is employed 
by Willsons (London & Provinces) 
Ltd. Designed and produced in 
their own studios, their calendar 
has discs at the back for changing 
day, date and month by the 
circular method usually a feature 
of everlasting calendars. 


Blending of wine, grey and 
white is most effectively used to 
give the George Reynolds Ltd. 
(printers) calendar a tasteful and 

ignified appearance. 

* 7 * 

Pictures of film stars stud the 
wall calendar issued by Associ- 
ated British Picture Corporation 
Ltd. 

* * * 

W. S. Cowell Ltd., Ipswich 
printers, display their own art 
with a colourful card carrying 
daily tear-off pages. On the back 
there are monthly calendars for 
1949, 1950 and 1951. 


ADVERTISER’S WEEKLY 


Boulton and Paul have two 
months to a page with an illus- 
tration in colour on each page. 
Nature scenes are depicted, with 
sunset over Westminster as the 
last picture. 

* * * 

First of the year with an 
illustration of an attractive girl, 
the calendar from Stafford & Co. 
is ideal for the office wall. Dates 
tear off daily. " ‘ 


Keliher, Hudson & Kearns 
Ltd., have a road map on the 
back of theirs, showing bus routes 
from main-line railway stations. 
Daily and monthly date pages are 
of the tear-off variety. ‘s 


Tapp & Toothill Ltd., colour 
joo. Leeds; London and 
ohannesburg, have produced one 
of the most dignified and attrac- 
tive of this year’s calendars. “The 
Forest Pool,” reproduced by 
rmission of the artist, Algernon 
ewton, R.A., provides a fine 
illustration and an outstanding 
example of colour printing. 


Brilliant colour characterises a 
large illustratjon of a mounted 
soldier in red tunic on the calen- 
dar from Alabaster Passmore & 
Sons Ltd., fine colour printers. 
Exceptionally large, monthly 
date-pages beneath make it useful 
for the office wall. 

. * * 

The J. Glicksten & Son Ltd., 
calendar is a 12-page production 
with sharply contrasting illustra- 
tions on each page. Several are 
aerial views; all are related to the 
timber Eateetsy. 


* 

Thomas & Easter have chosen 
a simple wall card advertising 
their shopfitting and = display 
service. For each day of the year 
there is a space to mark appoint- 
ments. 


This impression of the Festival of Britain site as it will a in 
1951, used to illustrate Ellams’ calendar, was stencilled icon off 
on the firm's new model duplicator. Drawings were made by their 


own artist from an original by John Lansdell. 
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GOOD TIMING in every printing job calls for 
clockwork efficiency combined with sound 
workmanship and these in turn demand respon- 
sible personal attention from start to finish. 
This is a service which we have given to National 
Advertisers for 36 years. We create and produce 
original showcards, posters, cut-outs and 
novelties by every known process. A director is . 
at your service — contact us at REGent 3295-6. 


’ 


4 ‘ HARRIS ADVERTISING To _ 29-30 KINGLY STREET - OXFORD CIRCUS: LONDON W.! REG 3295-6 


oF 
CONOGRAPH 
The most remarkable | 
air-brush in the world | 
© © © © 
» ra oof | | 
“ Cs a a : 
b m * * * Advertising Agents!! Send your next enquiry to © 
- mG ERLG RAVE COM 10 : 
5 Price &, 10. 6 from accredited dealers and ' prey & a ie os Au L Pt ASTICS eeBTAL weoe GLASS 
ONNOR PATENTS LIMITED 2 
29, Brunswick Street East, Hove, Sussex. 
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AS orvice... 


. © Advertising Agencies, Adveriier and 
al Am Buyers we offer 4 comprehensive Ar 


Service for samme. Layout, 


Dehanh 


Figure. Retouching 
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a6 and ideas, too . 
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© FINISHED PRODUCTION Pampa Rovinns 277 6 


1S YOUR ADVERTISING MEDIUM 


THE KENNEDY PRESS LTO. 
LONDON OFFICE 


COLOURED ENLARGEMENTS 
by expert craftsmen for your B.1.F. stand 


EALing 269! 
Fre-eminant for quality & service since 1869 


3) KING STAEET WEST, MANCHESTER 5 
a) SEOFOROD STREET LONDON. WEE 


POSTER SITES 
BULLETINS 
PADDINGTON 


ADVERTISING 
COMPANY 


, Charles 


NEW BOOKS REVIEWED 


(Almost) Everything 
About Photogra phy 


a Amateur Pasteesier pouter’s Bendboch 

Here we have an interesting 
addition to the ever-growing 
library of photographic works 
available to guide—and some- 
times befuddle—the earnest fol- 
lower of camera-craft. 

An American work, Photo- 
grapher's Handbook (originally 
accredited to one A. Frederick 
Collins) was first published in 
1925. It was one of the leading 
works of reference in its field in 
U.S. for many years thereafter. 
and in 1940 Sussman, at the 
behest of the American pub- 
lishers, rewrote the entire work, 
bringing it up-to-date. Since 
then, another finger has been in 
the pie—an experienced one, 
belonging to ruce Downes 
of Popular Photography, who has 
revised this present edition. 

The result? 400 art-paper pages 
packed with factual, racily-written 
A.B.C. stuff cleverly combining 
a nicely judged proportion of 
optics, technical formule and 
historic survey, with down-to- 
earth tips (e.g., how to get rid of 
sitters’ double-chins). Illustration 
is adequate. 

Honesty compels this reviewer 
to Suggest that nothing in the 
volume, except ifs breezy view- 
point and presentation, is. not 
adequately covered by the some- 
what more stolid comparable 
works sponsored in this country 
by Kodak and Ilford. None-the- 
less, Pitman’s should experience 
a considerable demand for a 
book which, while never leaving 
fact behind, serves up its wares 
in very palatable form.—E.W'S. 


Photograms Of 
The Year 


Photograms of the Year, lished for 
Amateur Photographer by Vifle & Sons 
Led., 78. 6d. (paper cover) 10s, 6d. (cloth) 

Once again Photograms of the 
Year (the 1950 edition is the fifty- 
fifth to be issued) presents a 
selection of the world’s photo- 
graphic art, the plates containing 
79 reproductions of outstanding 
recently exhibited pictures, speci- 
ally selected out of thousands of 
entries. These cover a wide 
variety of subjects and there is 
something to interest every user 
of a camera. 

The photographs selected for 
inclusion in this review are not 
only the work of English photo- 
graphers but include pictures 
from Australia, Belgium, Brazil, 
Canada, China, Denmark, Fin- 
land, Germany, Holland, Hun- 
gary, New Zealand. Norway. 
South Africa, Spain, Sweden and 
the United States of America. 

There is an introduction .by 
Wormald, F.1.BP.. 


F.R.P.S., President of the Insti- 
tute of British Photographers; 
with a review of photography in 
Great Britain and “Photography 
all Over the World”; and notes 
on the year’s work with commen- 
taries on the pictures reproduced 
in the volume by Bertram Sinkin- 
son, F.R.P.S., F.LB.P., F.RS.A.. 
to round off this well-produced 
record of photographic achieve- 
ment. C.D.R. 


In Brief 


Aeromodeller Annual 1949 
(Model Acronautical Press Ltd., 
7s. 6d.), is 32 pages larger in its 
second year, and contains articles 
on engine analysis, radio control 
adaptations, and solid models, 
and a comprehensive design 
analysis by Ron Waring. The 
whole contents are new and re- 
view the best of the world’s model 
aircraft made during the past 
year. The annual contains many 
excellent illustrations and dia- 
grams. 


Bookbinding for Printers (7. 
Harrison, Association of 
Teachers of Printing and Allied 
Subjects, 2s.) is the second of 
the Association's handbooks for 
teachers and is published for 
private circulation. Mr. Harrison 
pleads for a wider understanding 
of the bookbinder’s work, to 
achieve a larger measure of 
harmony in the finished product 
by careful visualisation and plan- 
ning and consistent team-work. 


Bookwork And Imposition, by 
C. L. Pickering (Sir Isaac Pit- 
man & Sons, 6s.), is No. 4 in a 
series on printing theory and 
practice, and the third of this 
author's volumes dealing with the 
activities of compositors. It 
covers all the technical ground 
that the compositor should know 
if he is to handle bookwork in- 
telligently. The elements of 
which a book are composed are 
considered in detail, and Mr. 
Pickering shows how these 
elements interlock. A slim but 
complete volume includes impo- 
sition diagrams, from elementary 
schemes to folding machine 
variants, printed on fold-out 
insets arranged to fall clear of 
the text pages. 


The Chemist and Druggist 
Diary and Year Book 1950 
(Morgan Brothers (Publishers) 
Ltd.) incorporates a wealth of 
articles on regulations and organ- 
isations, as well as a trade direc- 
tory and buyers’ guide. Apart 
from a week-at-a-glance diary 
there are about 650 pages, of 
which 250 are advertisements. A 
separate inset gives a retail and 
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Mainly Personal— 


By CONTACT 


A MAN who has managed to 
achieve quite a lot in his 35 
years is Wilfred Martin, now 
C. & A. Mades advertising 


graduated in 
Fleet Street 


his job as a 
Paris corres- 
ndent be 
‘ore the war 
commented 
on = fashion 
shows, When 
France col- 
lapsed he Wilfred Martin 
was evacu- 
ated with the British Embassy 
After an OCTU course af Sand- 
hurst (where he was in the same 
company as Hugh Cudlipp), he 
served with Wingate and Mount 
battes. 

Demobbed four years ago, he 
became Lyons’ first post-war 
publicity manager—indeed t).<); 
first male publicity appointment 
since “Bucky” Taylor--and re- 


opened their Fleet Street office, 
which had closed down during 
the war. During his tenure, 
Lyons joined the Advertising 
Association, the Incorporated, 
Society of British Advertisers, 
and the British Direct Mail Ad- 
vertising Association. A feature 
of the news side of theif publi- 
city office was the appointment 
of publicity duty officers On a 
round-the-clock basis and the 
formation of an editorial news 
desk and P-R. department 

An ardent cricketer—he’ bas 
pluyed in the Khyber Pass within 
range of Afghan guns— Martin is 
at present engaged in writing the 
history of his club, the Roehamp- 


ton 
i 


D. A. GWYER GIBBS, director 
of Baron Studios,.of Park Lane. 
is Managing to find time for a 


little golf at week-ends nowadays. 


now that he is nicely’ settled 
in their extended quarters. In 
the Ferney Cup Golf Competition 
played at West Hill (Surrey Golf 
Club) he was just beaten in the 
final out of a field of fifty 
entrants. Guy Barney,.of E. W. 
Barney Ltd. was’ in the 


fo, MEDWAY TOWNS 


OBSERVER 


58 HIGH STREET, CHATHAM 
conoon ARTHUR CLAY, 80 FLEET ST. cen 700 


é the DOCKYARD 


semi-final and lost to the player 
who defeated Gibbs in the final; 
otherwise it would have been an 
all-advertisin, final. I have 
noticed lately that there are 
some nice on-coming players in 
the advertising field these days. 


ee 


THAT London offers greater op- 
portunitiés to the ambitious ad. 
man than South Africa is the 
opinion of K. G. Bigg, who has 
just returned after about three 
years there. He went out for 
African Amalgamated Advertis- 
ing Contractors Ltd., of Johan- 
nesburg, amd after a brief spell 
was appointed production and 
service manager to their associate 
eémpany in Port Elizabeth; so 
ean fairly claim a good know- 
ledge of South African market- 
ing conditions 

Bigg entered advertising at the 
age of 17 with G. Street & Co.. 
and -has since worked with the 
Victor Farmer Studio. E. K. Cole. 
and Samson Clark, for whom he 
was a production executive. 


2m 


WARM TRIBUTE is paid to 
F. W. Jefkins, Llandudno’s pub- 
licity manager, in the North 
Wales Pioneer's review of 1949 
for that town. “He has, by 
virtue of a ready pen, reopened 
new avenues of publicity that 
have Brought the fame of 
Liandudné to the notice of 
people all over the world,” it 


says 
tribute is well earned. 
During last year Jefkins pub- 
lished articles on holiday th:mes 
in a wide range of publications. 
When he callaborated with the 
editor af Woman's Illustrated on 
| a half-page feature on Llandudno, 
480 inquiries resulted; a letter in 
the Daily Mirror produced 69 
réplies. The town is to be in- 
cluded in a holiday feature in 
Woman's’ Magazine, and an 
article in. Trdvel Trade is on the 

way, 
As anyone knows who has had 
to do it, publicising a town brings 
| many other jobs in its train. 
Jefkins, who is publicity mana- 
ger, Llandudno Publicity Asso- 
ciation, also does good work for 
the North Wales Brass Band As- 
sociation, Llandudno Tattoo and 
Pageant, Music Festival, and 
Little Theatre Company, and has 

now become a Rotarian. 


2 - Rs 


TO DO one’s first advertising 
drawing on lithograph stone at 
about the age of nine might 
fairly be described as getting off 
to a flying start. This was per- 
formed by Bert Wilson, principal 
of Wilson (Advertising) Ltd., of 
Manchester, who has now opened 
a full-scale agency service in 
London 
Apprenticed to his father’s 
firm Bert acquired a most com- 
prehensive technical training, and 
incidentally did a good deal of 
illustrating for The Scout, Subse- 
quently he went to Metropolitan 
Vickers’ advertising department 
+ for eight or nine years. before 


January 26, 1950 
starting 4 commercia: art studio 
in Manchester with his brother 
Dennis. That was in 1930, and 
until the war started they em- 
ployed some 


sponsible for 
a number of 
industrial 
propaganda 
exhibitions 
in co-operation with his friend 
Sydney Wynne. Dennis. who 
went into the Army, was taken 
over by the Admiralty, eventu 
ully becoming  lievwtenant-com 
mander and receiving the M.B.E 
for the exhibitions he designed 
and organised in Holland for the 
Navy. Well known as a packag- 
ing designer, Dennis is sow 
responsible for all the agency's 
art work. 

It was about four years ago 
that Bert decided that the firm 
should become an agency. He 
was joined just before the end 
of the war by E. Jebson, now 
director in charge of the produc- 
tion and copy side. 


a ® -® 


32-PAGE papers with two-to-four 
pages of publishers’ advertis:- 
ments at £4 per inch (as against 
£15 now) are recalled by Stuart 
Willis, who leaves Associated 
Newspapers to-morrow (Friday) 
after 45 years. 

Stuart has worked on the 
Daily, Overseas and Continental 
Daily Mails, Evening News and 
World and His Wife. For the 
past twenty years he has handled 
the Daily Mail Book of the 
Month selection, has been respon- 
siblé for all publishers’ advcrtise- 
ments in the Mail, and has kept 
contact with all the principal 
agencies. 

Associated Newspapers are, he 
tells me, treating him very gener- 
ously, and he is leaving with 
mixed feelings. But he has de- 
cided to make the break while 
still hale and hearty enough to 
enjoy his retirement. 


WEEKS WISECRACK 


Bert Wilson 


“Have you any Tory copy- 
writers in your agency, 
old man? None of my 

_ chaps will help me write 
my election speeches.” 
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January 26, 1950 


LETTERS TO 


THE EDITOR 


(Continued from page ii) 


that I was not “arguing from the 
Particular to the general.” 

The object of my comments 
was not to suggest that the adver- 
tising agent is the principal cause 
of high exhibition costs, But at 
a meeting where display designers 
and contractors were widely 
criticised (to say nothing of the 
exhibitors themselves), it seemed 
equitable to point out that the 
designer is not the only one 
whose remuneration is_ linked 
directly to the figure of overall 
cost! ' 


That many advertising agents 
know very little about display but 
are anxious to handle their client's 
display problem as part of their 
general service is understood. To 
quote from my exact words “lI 
do not, of course, condemn ad- 
vertising agents as a whole, but 
only the number among them 
who pose as experts in display 
and will ».ot admit to their clients 
that they really know very little.” 
It is commen ‘knowledge in ad- 
vertising circles (but not so well 
known among advertisers) that 
many agents who have a separate 
department for almost everything 
else, do not actually operate their 
own exhibition and display de- 
partments and do not employ 
specialists in these subjects on 
their staffs. 


It should be remembered that 
the designer frequently super- 
vises the entire construction of 
a stand in addition to supplying 
the main design and working 
drawings, thus earning his full 
percentage. Some agents do like- 
wise, but others receive substan- 
tial commissions for doing no 
more than calling in the right 
specialists and then wisely leaving 
them alone. 

To show that the high costs 
of exhibitions are not entirely to 
be attributed to the exhibitor or 


to his designer and contractor is, 
surely, mot to “perpetrate a 


fallacy.” 
A. J. SYMES, 
Editor, Display. 
16 West Central St St, . WI. 


Advertisers And Site 
Control 


Sin,—1 was pleased to read the 
refreshing article by Mr. G. A. 
Bond on “The Advertiser and the 
Control Regulations” detailing 
the present and future difficulties 
that both the advertiser and the 
poster site owner contend with 
under this cumbersome and un- 
wieldy Act. Surely the only 
way, if one is to have control, is 
to define such areas which shail 
have been declared under the 
machinery of the Act areas of 
special control instead of this 
constant “three form” repetition : 
application-rejection-appeal — for 
every nook and cranny. 

F. HARRISON, 

Manager, Accrington & District 

Billposting Co Company Lid 


Who Speaks For 
The Artist ? 


Sin,—May I point out that the 
Publicity Workers’ Association 
is the only trade union for adver- 
tising people, and that its mem- 
bers includ: a considerable num- 
ber of artists (both free-lance 
and in agencies), many of them 
at the top of their profession. 

We feel that artists need a 
trade union to represent them; 
journalists, actors, doctors, 
teachers and many other creative 
workers 
successful unions. 


have already formed | 


R, WOOD, | 


Press Secretary, P.W.A. 
143 Cranbrook Road, 
Ilford; Essex. 


25 YEARS AGO 


In January 1925 


The Sphere celebrated its 25th 
anniversary. 
* 7 * 

Argus Press was registered as 
a public company. 
* * * 


Otto Baedeker & Associates 
Ltd. was registered as a private 
company to publish directories, 
guides, etc. 

* * * 

Freddie Harradence was con- 
gratulated on completing 25 
years in advertising. 

* * 


The Daily Chronicle printed 
simultaneously in Leeds and 
London. 

* * * 
The Journal of Commerce, 


Liverpool, reached its 100th year 

of publication. 
* * 7 

The British Medical Associa- 


* Pt 
—_—— 


tion objected to the printing of 
advertisements on official Minis- 
try of Health forms which mem- 
bers had to sign. 

* * * 


Andrew Milne was unani- 
mously elected chairman of the 
Publicity Club of London. 

* * * 

A national vigilance commit- 
tee was formed, with Horace §. 
Imber as chairmen 

* * 

Cc. J. Rose won the Higham 
Challenge Cup for his essay “Why 
I Like to be in the Advertising 
Business.” 

* * * 

Sir Charles Higham devoted a 
+ page in ADVERTISER'S WerxkLy 
to recommend “Hunger of the 
Sea,” a novel by Ethel Mannin, 
who had been on his staff: for 
several years. 
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The organised efherencs 
within the Chancery Lane 
works of CHARLES and 
RE AD contrasts strong) 
with the old London 
around it. Here modern 
photo-lithe-offeet 


printing for British 
advertisers and their 
agents. 


CHARLES AND READ LTD 


£7 Chancny 


TELEPHONE: 


A COMPLETE PHOTO-LITHO SERVICE 


Lona KMEs 


moLponn 2883 


|, % THE VERY HEART OF LONOON 
, 


The Only British 
Weekly Journal 
Devoted to Golf 


standard has 


fluential Golf journal. 


daly pein Uhhh ten « geetetee ciple te Odes 
fraternity must be advertised in Golf Illustrated. 


Golf Illustrated—the oldest weekly Golf 
Magazine in the world—carries the finest reports, 
written by experts in the game, as well as the 
best pictures of every important Golfing event, 
whether at home or sbroad. 


Its high editorial 
made it the world’s most in- 


ILLUSTRATED 


ADVERTISEMENT MANAGER: A. NELSON ALLEN, 
Telephone : Grosvenor 3592 


8 Stratton Street, London, W.! 
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ADVERTISER'S WEEKLY 
THE 


WINTER THOMAS 


co. LTD 


Corpn. (1933) Ltd. 
(Plaudier glass lined stee! equipment) 
in order to keep constantly 
before leading manufacturers the 
facts that “nothing is cleaner 
than glass” for the preparation 
and storage of all milk and 
foed products. 


FOOD MANUFACTURE 


17, Stratford Place, London, W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


Interest in natural and synthetic 
fibres is shared by all influential tech- 
nicians in the Textile and other 
Fibre Industries. 
ONLY journal serving all sections 
of these world markets. 


LEONARD HILL TECHNICAL GROUP 


All published at: 
17 Stratford Place, W.1 
Specimen copies on request 
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CURRENT ADVERTISING 


National Campaign Soon For New 
Mars Product : Eucryl To Dorland 


“Spangles,” products of Mars 
Ltd., .are to be launched nation- 
ally shortly. An experimental! 
se 


has been running in | 


Scotland and Northern England 
for some months. Agents are 
Young & Rubicam Lid. The 
same agents are also handling 
display material for Banjo, an- 
other Mars product, which is 
also to be nationally distributed 
when supplies become available. 
No advertising is planned yet. 


ACCOUNTS MOVING 


To Dortand Advertising Ltd.: 
Eucryl Ltd., dentifrice manufac- 
turers. 

To Napper, Stinton, Woolley 
Ltd. Hamilton Trading Co 
Ltd., manufacturers of Comet 
pens. Nationals 


NEW_ ACCOUNTS 


To Edward Martin Harvey 
Advertising Service Ltd. Lea 
Bridge Rubber Works Ltd... 
makers of rubber pe te Cam- 
paign will include colour pages 
in trade Press. 


NEW_CAMPAIGNS 


For D. R. Collins Ltd. to intro- 
duce Goya perfumed colognes, 
in women’s journals, national 
dailies and trade Press, reaching 
a peak in mid-summer; ads. will 
mention complementary per 
fumes. Display material has been 
produced Agents: Colman, 
Prentis & V 


For Dunlop Rubber Co., four 
colour inside covers of Autoca: 
and Motor to detail the successes 
of their tyres in the 1949 racing 

Agents: C. F. Higham 


Hammerton's Oatmeal! 
in Southern Counties 
dailies and weekhes.—For Perr, 


| Colourprints Ltd.. Perry Colour 
| Books Ltd., and Adelphi Artists 


FIBRES 


Ad., in trade Press. Agents: 
Larder & Stevens Ltd. 

For Lorelox and Toddilox hau 
preparations manufactured y 
Maureen Baun Ltd. increased 
allocation in national dailies. 
women's magazines and trade 
Press. Agents: Napper, Stinton, 
Woolley Ltd. 

For Pxton, Calvert & Co. Ltd., 
advertising in London 
area fur “Scourine,” scouring 

owder. Agents: Edward Martin 

ey Advertising Service, Ltd. 

For Roneo-Neopost National 
Insurance franking machines in 
national dailies, London evenings 
and business journals For 
Accles & Pollock Lid., in general 
interest magazines; nationals may 
be used later. Agents: T. B. 
Waddicor & Partners Ltd. 

For Emprex stockings, made by 
Albert V. Martin, in provincials 
Agents: 8. F. & Partners Lid. 


OVERSEAS CAMPAIGNS 


For Cutex manicure prepara- 
tions manufactured by Northam 
Warren Corp., U.S.A., in the 
Press of 19 overseas territories 
including Africa, Malaya, India, 
Jamaica and Philippines. Agents: 
T. 8. Browne Ltd. (New York 
and London offices). 

For John Mackintosh & Sons 
Ltd.. makers of Quality Street 
sweets, a series of 10-minute 
Sunday programmes and 
minute mentions 3 times weekly, 
in the French Service of Radio 
Luxembourg, supported by a 
Press scheme in Soigien papers 


(in French and Flemish). Agents: 
. B. Browne Ltd. 


LS.M.A. Conference 
March 13—14 


There will be four sessions at 
the conference which the Incor- 
porated Sales Managers’ Asso- 
ciation is to hold at the Con- 
naught Rooms, London, on 
March 13 and 14. 

They will be concerned with: 
selling to distributors, selling 
industrial goods, selling direct to 
retailers and direct to consumers 

The conference——a joint exam- 
ination by British and American 
executives of the best American 
sales practices—will investigate 
the way to put the right goods on 
the American market in the right 
manner. 


Travel Association 
Motoring Booklet 


The Travel Association has 
issued Motoring in Britain as a 
companion booklet to its Touring 
Britain by Coach for this year's 
“Come to Britain” campaign. 
Beauty spots and attractions in 
various parts of the U.K. are 
described and attractively illus- 
trated in its 64 pages, 7} in. x 
5 in. Cover illustration shows a 
pastoral scene. First print order 
for 100,000 copies will be sent 
primarily to automobile associa- 
tions in the U.S.A., Canada, and 
elsewhere. 


*“ House and Garden ” 


Increase in frequency of publi- 
cation from quarterly to six times 
yearly announced last week for 
“Home and Gardens” should, of 
course, have referred to House 
and Garden. 


“Birmingham Dispatch” 
tes Up 
Increased display rates of Ws. 
per column inch announced last 
week for the Birmingham 
Gazette referred, in fact, to the 
Birmingham Dispatch. The new 
rate, an increase of Ss.. comes 
into effect on April 1. 
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1951 PACKAGING 
EXHIBITION 


Because of the response to the 
announcement of the second 
National Packaging Exhibition, 
which was to have been held at 
the Empire Hall, Olym 
November 1950, a still larger hall 
the National Hall, Olympia, has 
been booked instead for a post- 
poned exhibition in 1951, from 
January 30—February 9, 

The organisers are Provincial 
Exhibitions Ltd., who will co- 
operate with the Institute of 
Packaging. 


Advertising At 1951 


Festival 

Advertising, printing, packag- 
ing and colour photography will 
be well represented at the Festi- 
val of Britain, said Major C. W 
Cousland, print and packaging 
officer of the Council of Indus- 
trial Design, when he addressed 
the Society of Diploma Members 
of the Advertising Association, 
of which he is a member, last 
week. 


W. S. Cowell Hold 


Housewarming 


W. S. Cowell Ltd., of Ipswich 
and London, celebrated the open- 
ing of their new London town 
house with u housewarming 
party at 23 Percy Street, W.1, on 
Tuesday. 

The party was attended by a 
wide circle of friends and asso- 
ciates, and was held in their dis- 
play and adjoining rooms, where 
despite severe war damage the 
original character and atmosphere 
has been maintained. They 
hope to use these rooms occa- 
sionally for exhibitions of print- 
ing and the graphic arts. 

Since building a factory at 
Ipswich, which was opened in 
1948, increased representation be- 
came necessary, and the firm 
occupied temporary” offices in 
High Holborn. The new building 
provides office accommodation 
and two flats for staff members. 


Press Players’ Next 
Production 

The Press Players, affiliated to 
the Fleet Street branch of the 
British Legion, are to present 
“The Man Who Kissed . His 
Wife,” a comedy by Donald 
Buckley, and a short play as a 
curtain-raiser, at the King George 
Hall, Tottenham Court Road, 
W., on March 10-11. Leading 
parts will be taken by Katherine 
Bell, George Beal (Daily Mail 
publicity department), and Ken 
Farmer (Daily Mail). The 
producer is Geoffrey Partridge 
(News Chronicle). 


Pictorial Display Ltd. are 
constructing the whole shell 
scheme at the Amusement 
Trades Exhibition to be held at 
the New Royal Horticultural 
Hall from February 14-16. The 
space occupied by the stands is 
approximately 17,000 square feet. 
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Outdoor 
Advertising 


‘Ad. Weekly’ Symposium 
Of Appeal Decisions 
As a service to outdoor adver- 

tising, ADVERTISER'S WEEKLY has 
collected, in the form of a 
symposium, the results of a 
large number of appeals against 
site decisions by local planning 
authorities. Many of these ap- 
peals have been successful, and 
the final decisions of the Minister 
have created important pr.ce- 
dents. 

This 12-page symposium is pro- 
fusely illustrated with nearly fifty 
photographs of actual outdoor 
advertising sites. It has been 
produced in collaboration with 
the British Poster Advertising 
Association and the London 
Poster Advertising Association, 
and forms an easy and useful 
reference work for planning 
authorities, outdoor advertising 
contractors, advertising agents 
and others. 

Copies are available at cost— 
(11d.) plus Id. postage, that is Is. 
post free. Please send your order, 
with remittance, to “Poster 
Symposium,” ADVERTISER'S 
WEEKLY, 180 Fleet St., E.C.4. 

Stowe & Bowden Ltd. have 
designed and produced for their 
clients R. R. Whitehead & Bros. 
Ltd. (felt manufacturers) of 
Greenfield, near Oldham, a 36- 
page brochure to commemorate 
their 150th anniversary. 


The 25th anniversary of the founding of Arthur Maiden Lid., Liverpool, was celebrated on January 16 
with a dinner-dance at Blundellsands Hotel, Lancashire, at which Mr. and Mrs. Arthur Maiden attended, 
with staffs who had travelled from all over the country. 


WILLING’S PRODUCE MORRIS BOOK 
FOR STEWART & ARDERN 


As part of a post-war advertis- 
ing scheme to assist in the re- 
habilitation of Stewart & 
Ardern’s depots throughout Lon- 
don and South-East Essex their 
agents, Willing’s Press Service 
Ltd., have design. d and produced 
10,000 handbooks on sales, ser- 
vice and repairs for Morris car 
owners and motorists generally. 
S. & A. Ltd. are sole London 
distributors of Morris cars and 
Morris-Commercial. 

Proper car maintenance and 
care of existing models is an 
ess:ntial feature of the booklet, 
which has a foreword by Vis- 
count Nuffield. Copies have 
been distributed -to the motor 
trade Press and motoring corres- 
pondents of the national dailes 

Emphasis is placed on road 
safety and, at the request of their 


PUBLICATIONS NEWS AND NOTES 


“Times” Surveys 
1950 B.L.F. 


The Times Survey of the 
British Industries Fair, 1950 is 
produced with the high quality 
associated with Times publica- 
tions. In its 64 pages, plus covers 
(14 in. x 10} in.), it discusses and 
illustrates a wide range of ex- 
hibits including jewellery, cutlery 
photographic novelties, office 
equipment, glass, plastics, toys, 
lather goods, printing machinery 
and many other products. Illus- 
trations are lavish, and colour is 
used to excellent effect in both 
editorial and advertisement illus- 
trations, on the covers and in a 
16-page centre section printed on 
art paper. The modernistic 
cover design symbolises the world 
market eyeing a crate of British 
goods. There are 31 pages of ad- 
vertisements. 


The New Zealand Line steamer 
“Rangitane” is the subject of a 
handsome supplement to the 
January 25 issue of the Journal 
of Commerce. Colour is effec- 
tively used on the cover, showing 
the ship superimposed on the 
Panama region, and in a centre 
double-spread picture of the 
liner. here are many photo- 


graphic and diagram illustrations. 
About half of the twenty pages 
are advertisements. Page size: 
174 in. x 11 in. 


The English edition of Go... 
the international travel ma 
zine, is being printed in this 
country, by Keliher, Hudson & 
Kearns Ltd.. from March, and 
blocks are being made by C. & E. 
Layton. The French and 
Spanish editions are still being 
produced in Belgium. The 
change reflects increased circula- 
tion, particularly in Britain, 
Canada and America. and is part 
of an effort to increase dollar 
earnings. Advertisements for 
the British edition are still to be 
translated free and inserted in 
the foreign language editions. 


The January 19 issue of News 
Review contained an ecleven-page 
“How to plan your holiday” 
supplement, including five pages 
of advertisements. 


The current issue of Farmers 
Weekly (January 27) carries 50 
pages of advertisements, for the 
first time since the journal was 
launched nearly 16 years ago. 


Three articles on travel adver- 
tising nour in the first issue of 
a new trade 


clients, Willing’s contacted town 
clerks of all the Metropolitan 
Boroughs running “safety-first” 
campaigns and nearly 1,000 
copies have been distributed free. 


Bound in leather-cov: red 
board, the handbook (which is 
embossed with the S. & A. symbol 
in gold) contains 24 pages of il- 
lustrated copy matter and 24 
culoured maps, Other features 
cover Stewart & Ardern service 
facitities, hints on motoring law, 
insurance pointers, first aid hints 
and British and international road 
signs. 

NEW NUMBER 

The telephone number of John 
Willis Advertising Ltd., Manches- 
ter, has been changed to Deans- 
gate 6644. 


monthly published this week by 
Trafalgar Press Ltd. The jour- 
nal is brightly made up and con- 
tains much information useful to 
the travel agent: it comprises 44 
pages 11 in. x 8} in., plus two- 
colour cover There are 134 
pages of advertising in this issue. 


With its January number, the 
Municipal Review, journa! of the 
Association of Municipal Cor- 
porations, celebrates its twentieth 
birthJay. On the opening 
editorial] page there is a foreword 
by Lord Kennet, president of the 
Association, and contents ‘ists 
from the first issue, Jenuary 1930, 
and from the January 1940 issue, 
are reproduced. The number, in 
its 32 pages plus cover, carries 
18 pages of advertising. Editorial 
is wel] displayed and illustrated. 


Machinery Lioyd is sending a 
special issue of editorial and ad- 
vertisements to Canada to co- 
incide with the Canadian Inter 
national Trade Fair at Toronto. 
Full page advertisements only 
will be included, 7} in. x 4 in., 
some in colour. 


Woodworking Industry has 47 
pages of advertisements in its 
70-page issuc, not 37 as stated 
last week. 


The February issue of Furnish- 
ing contains an _ cight-page 
feature on the British Furniture 
Trades Exhibition. 


Ad, Artists Exhibit 


The slightest business or resi- 
dential connection with the 
Borough of Holborn is a quali- 
fication which has enabled 
several advertising artists to ex- 
hibit their spare-time work at the 
borough's display at Holborn 
Town Hall, which closes on 
January 28 

J. Dunford Smith and Alan S$ 
Brewer, advertising manager and 
assistant advirtising manager of 
W. T. Henley’s Telegraph Works 
Co., Ltd, are exhibiting water 
colours. Mr. Brewer has one oil 

painting. 

Ronald Spencer of the Auto- 
type Co. Lid. has two land- 
scapes in oils and a black and 
white nude. 

Studio Briggs Lid. is repre- 
sented by J. J. Budd, H. W. 
Choat and J. F. Hamilton, and 
Greville R. Mee of Carlton 
Artists shows three pictures. 


BRITISH ADS. IN “N.Y. 
TIMES ” REVIEW 


British advertisements do not 
appear as often, and do not oc- 
cupy such large spaces as those 
of Canada, France, Italy, Spain, 
Portugal, Holland and Belgium 
in the annual review and fore- 
cast of international trade and 
industry, published in the New 
York Times on January 4. A 
half-page advertisement devoted 
to seven European international 
trade fairs does not mention any 
British fair. 

The only large size British ad- 
vertisem:nt (4-page) is for the 
Natural Rubber Bureau; others 
include Pye Radio, Essex Acro 
Co., the City of Birmingham and 
Brook Flowers, an American 
agency importing British mer- 
chandise. 

The review occupies 46 pages, 
of which 18} are advertisements. 
Key stories deal with the success 
of the Marshall Plan, the effect 
of devaluation, Paul Hoffman in 
Europe, the rise in U.S. trade with 
Latin-America, industrial im- 
provement in Germany and 
monetary stabilisation in Italy. 
The review was sent to more than 
$00,000 regular readers of the 
New York Times. 


Furnishing has just published 
three articles on retail store ad- 
verusing. 
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ADVERTISER'S WEEKLY 
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~ Last SISTA 


The pen must grow out of the artist's 
hand, taking his direction with the 
obedience of a quardsman and the grace 
of a premi re danseuste. Once @ pen 
expremes ts own perswonclity ls 
doomed ht should grow old and tired 
imperceptibly and be disarded relut- 
amily. tt has w be @ Gillou pen— 
every the and all the time 


JOSEPH GILLOTT AND SONS LTD., 
Victoria Works, Birmingham | 
of call at our London Office, 
28 New Bridge Street, E.C.4. 


Bettering the 
ORIGINAL 


may not be « legitimate printing aim but 
we are often eccused of doing it by colour- 
happy customers 

There is something smoothly impressive 
about a well-printed version of a good 
colourtul artists’ original 

Our centraliy located Adelphi office assures 
speedy soles service to City customers. 


PERRY 
Cotourprint Ld 


PHONE VANDY KE 2553 


THE WORLD'S GREATES BOOKSHOP 


* FOR BOOKS * 


New and secondhand Books 
on every subject. Stock of 
D million volumes 
Any Book sent on approve! 
119-525 CHARING CROSS RD, 
LONDON, W.C.2 
GER $660 (16 |ines) 

Open 94 (inc Sots) 


Nea 
(NEWS) 
OPSA DATA 


MEGALET EL MUHANDEZEEN 

: (Engineering) 
Rates for this Egyptian 
monthly have been changed 
to: Page £10 5 0. Half 
page £6. 


IRAQ TIMES 

Advertisers will be pleased 
to know that the paper's 
Christmas and New Year 
Edition was completely sold 
out by Christmas Eve. 


All Particulars on Middle East Press from 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY ['° 

0 Fleet St London EC4 Cen 549467870 


| Evening News 
Evemag S 


| Sumdavy Mail 
| Suuday Mercury 
| Suaday Pictorial 
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For week ending Sunday, January 22 


SPACE IN COLUMN INCHES 


384 


London Evenings 


40 
| 2 
72 


Star 


Sunday Chronicle 

sunday Dispatch . 
Sunday Empire News. .| 
Sunday Express ook 


xxXxMM MRK, 


— 


how K KKK 


NSTANNBNRSEN 


Sunday Sua 
Sunday Times 


Western Independent 


_8 
r 


ux 


a8 menmannnantn we 


eT 


aa 


j 
| 


Sli lleloBl la 


Setnten! 22 
- 
‘ensign 


Se 


Provincial Mornings 


Aberdeen Proa & Jol, 34 
Birangham Gazette 


Pur h Post 


8 


Qual A rxuernon 


EXHIBITION 


Quality. 


DISPLAY 


Qualdy Airs 


SILK- SCREEN 


Priestleys 


COMMERCIAL ROAD. 
london Phone WiCtorm 35614 


The 
ULSTER 
BUILDER 


covers 
every branch of the Building 
and Allied Trades in North- 
ern ireland, in over 
towns 
THE ONLY PUBLICATION OF ITS KIND 
IN WORTHERN IRCLAND 
Rote cord voucher copy 
from moog CHAMBI RS, 
64 GREAT VICTORIA STREET, 


Telephone Central $453. 


| Glaseow Daily Record 
| Manchester D. Dis 


| Newcastle 


Maachester Guardian 
Journal & 
North Mail . 
Sbefbeld Telegraph ‘ 

Western Daily Press 
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Provincial Evenings 


Aberdeen E. Express 
Betfast Telegraph 
Mirnangham E Des. 
Birmingham Mail 
Bolton F vening News 
Bradiont Tel & Argus 
Coventry E. Telegraph 
Eastern Evening News 
Edinburgh E. News 
Glasaow E. Citizen 
Glasgow Evening News 
Manchester E Chron. 
Manchester E News 
Micitiesbrough E. Gas. 
Newcastle E Chron 
Northern 1D Telegraph 
Shefheid Star 
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“Pugh of the Bargain Centre” 


Hobbies—Business and Bridge. Mr. Pugh is Durs- 
ley's leading lronmonger. “! built up my business 
on a ivertisements in the Gazette and | think chat 
‘Pugh of the Ba gain Centre’ is known throughout 


Gloucestershire fron this advertising."’ 


Mr. Pugh 


is reader as well as advertiser. He knows his local 
paper. Use his experience—use the 
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MEDIA SPACE RECORD continued) 


SPACE IN COLUMN INCHES 
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Bukenhead News 2-204 | 
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Blackpornt Gazette & } 
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It must be borne in mind when ae these figures that a large 
number of newspapers are still unable to accommodate all the display 
advertising offered them. 

In many instances classifieds are still published in “A” and “B" 
copies. Figures given here and on the opposite page represent space 
occupied in one copy. 

Where spaces are left blank, it is because the information has not 
come to hand in time for inclusion. 


Ilfracombe Ads. Brought One Reply 
For Every Shilling Spent 


For every shilling spent by A new railway poster has been 
Ilfracombe joint advertising com- commissioned and 4,000 copies 
mittee on Press publicity during '!! appear vn railway stations 


il 1952 
1949 they received one reply that until 195 


could Cotateaty “ a Po “Al Misri” Brochure 
their abvertiscment, sites Al Misri has issued a four-leaf 


annual report of the committee. brochure reproducing auditors’ 
The committee spent over £500 certificates of a daily net sale of 
on advertising in the national 83,425 copies, plus a free 
and provincial Press and received ¢0ies, ard a Saturday edition 
10,685 directly attributable in- = of -112.964 copies plus 2.570 
: 26.250 {et copies. The brochure claims 
quiries. They distributed 26,2 that Al Misri has the largest cer- 
guide books, an increase of tified net sale among Egyptian 
10,000 on 1948, and received 25 newspapers and the lowest rate 
per cent more inquiries than in per inch per 1000 copies—less 
1948. than 34d. 
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A copy of this Broadsheet (actual size 17)" 22}") set in 
‘Monotype’ Albertus and Plantin 110 and printed in two 
colours, can be obtained by enclosing 6d. (for postage and 
packing) with an application to THE MONOTYPE CORPORATION 
LTD., Reg. Office: §5-§6 Lincolns Inn Fields, London, W.C.2 
Head Office and Works : Saifords, nr. Redhill, Surrey. Reg. Trade Mth: MONOTYPE 
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THAT the Daily Express is con- 
sidering the possibility of pro- 
ducing a children’s comic in 
colour, when paper for new pub- 
lications is freed in March, but 
that this proposal has not yet 
been finally agreed. 

* * . 
THAT Jack Duke, director in 
London of L. A. Stronach & Co. 
(India) Ltd., will fly to Bombay 
at the end of the month. 

7 * + 
THAT A, Campbell Gifford, ad- 
vertising manager, British Bata 
Shoe Co. Ltd, took over 
the lectures for the advertising 
section of the course for 1.S.M.A 
examinations at the Regent 
Polytechnic at 24 hours’ notice 

* * * 
THAT since 1941, £10,000 has 
been invested through the 
National Savings Group of th: 
Hertfordshire Mercury. The 

roup had fifteen members in 
ptember 1941; now it includes 
the whole staff of 120. 

*. - * 
THAT Dennis C. Hayes, of 
Vantona Textiles, has returned 
from Canada, where he has been 
selling Vantona merchandise, 
with a full order book. He attri 
butes his success to early research 
which enabled him to offer goods 
designed for the Canadian con- 
sumer, and reports that buyers 
gave him an excellent reception, 
and were anxious to place orders 
provided the merchandise was 
right and quick delivery guaran- 
teed. 
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We Hear— 


THAT Jack a direc- 
tor of Colman, Prentis & Varley 
Ltd, has been granted Hon. 
Fellowship of the Society of In- 
dustrial Artists. 

o 7. > 
THAT Miss Dorothy Freeborn, 
advertisement manager, Modern 
Woman, had more than £1,000 
worth of jewellery stolen from 
her flat last week. 

* . 

THAT Alien H. Munroe, export 
sales manager to Halex Ltd., is 
7 to Scandinavia on February 
il. 


7 * * 
THAT The Tailor and Cutter 
has just received from Halifax, 
Nova Scotia, a postcard replying 
to an advertisement for their 
posta] course, sent out in Septem- 
ber 1934. 

* * * 
THAT Bill Smith, of The Crown 
Colonist, entered Bromley Hos- 
pital last Saturday. 

* * * 

THAT Gower Studios have been 
taken over by Mick Anglo, 
former cartoonist of Seac News- 
paper and Singapure Free Press 
He will specialise in brochures, 
strip cartoons, and comic pro- 
duction. 


ANDREWS 


Needle Jhiuad 


This new colour quarterly which ts making 
its first appearance in March is devoted 
to embroidery, knitting and crochet and 
edited by Britain's foremost designers — 


JANE KOSTER 
& 
MARGARET MURRAY 


The magazine’s circulation of 


50,000 
will reach a specialised feminine market 
of which the interests are concerned with 
dress, cosmetics, food and the home. 


Space reservations are now being made and 
advertisers are reque sted to co stact the advertising 
department of the publishers 


Further details from Mrs. Elizabeth Sambidge : 


& WARBURG LIMITED 
35 Wellington Street - 


"Phone: TEMPLE BAR 4873 


without delay. 


Lendon « W.C2 


THAT, following a “gentlemen's 
agreement” among leading cos- 
metics manufacturers to reduce 
some of their prices from March 
1, an increase in advertising of 
these lines may be expected. 

* * * 
THAT Philip Harwood, of the 
accounts departm:nt, Willing’s 
Press Service Ltd., was married 
on New Year's Eve and returned 
from a Channel Islands honey- 
moon ~ week. And— 


THAT | a W. Hobbs, of their 
signs section, was married at 
Cricklewood on January 14 
And— 

* ~ a 
THAT Betty Morris, of the space 
department, has become engaged 
to builder Robert Clayton. 

* * * 


THAT The Middle Sea—a tour 
of the Mediterranean, by L. G 
Pine, managing editor, Burke's 
Peerage, is to be published dy 
Edward Stanford Ltd.,on Monday. 

* . . 
THAT on January 23, for the 
first time since Time was inaug- 
urated in 1923, a robot was the 
subject of the cover portrait. The 
drawing, by Art Zybasheff, shows 
the $500,000 Harvard University 
computor. 

* *. * 

THAT Vajid Mahmood, manaz- 
ing director, Adarts Ltd.. Bom 
bay, has arrived in London for 
a short visit, during which he can 
be contacted at Chalcroft Ltd. 

* 7. . 
THAT Johnson, Crosse Ltd. 
have reproduced in the form of 
a brochure a letter written some 
time ago to a client to introduce 
the firm and its service as public 
relations consultant. The 
brochure is entitled Enclosed is a 
Letter. 

’ * * 

THAT a modern New Zealand 
house, with its own laundry and 
all-electric kitchen, has been 
brought to Britain by the New 
ealand Government and will be 
shown at the Daily Mail Ideal 
Home Exhibition at Olympia, 
from March 7—April 1. 

* * * 
THAT the best photograpins 
taken by staff cameramen of the 
Express & Star, Wolverhamoton, 
during 1949, are being exhibited 
in each district in which the 
paper is sold. 

* . 7 
THAT Fergus O'’Sheehan, of 
F.O.S. Displays, Dublin, has been 
on the sick list for some time, but 
is now making progress, and 
hopes to be back at work soon 

* * * 

THAT Harry Scully, British 
Railways publicity departmeat. 
has been visiting Dublin in con- 
nection with publicity for sleep- 
ing cars on the Irish Mail run. 


January 26, 1950 


This portrait of the late Viscount 
Southwood by James Gunn, hung 
at the Royal Society of Portrait 
Painiers annual exhibition at the 
Royal Institute Galleries, Picca- 
dilly, is to occupy a place of 
honour at the head office of 
Odhams Press. 


THAT an ear-piece for Baird 
Television enjoining: “ Vote for 
Baird no-aerial television,” was 
sent by Lambe and Robinson to 
four provincial papers, among 
them the Express & Star, Wolver- 
hampton, who returned it with 
a request for change of copy. 
The Labour candidate for 
Wolverhampton N.E. is Mr. J. 
Baird! 


ADVERTISING DIARY 


Friday, January 27. 

Pusuciry Civus oF oa 
Alastair Borthwick “The 
Festival of Brice 
oneay, January 30. 

Inc oaP omar cD SocteTy OF Bairisn 
ADVERTISERS, YORKSHIRE SECTION 
Quarterly meeting. Grand Hotel 
She field. 2.50 p.m 

Tuesday, January 31. 

Pusticity CLus OF SUNDERLAND. 

Alan Milburn on “Modern Laundry 


ebruary 1. 

Pusuicrry Civus oF SHEFFIELD 
versus Mancnwester Pusticrry 
ASSOCIATION, Nauonal Pubiic 
Speaking Cortes 


’. 
Pusiiciry Civs oF Leeps 
Annual N.A.B.S. dance. Astoria 
Baliroom 
Pusuciry Civus oF _ Leeps 
Lurcheon meeting Speaker 


Mr. H. W. Craddock, president 

1A.M.A., on “This is Where We 

Come In.” Powolnys Restaurant 

Pusticrry Civus OF ASEEDEEN 
Inaugural mecting 
3 


Friday, F \ 
Pusuicny Civus or GLascow 
Sir A. M. Stephen on “Building 


Ships.” 

ALDWYCH Gwe. Ladies’ night 
Savoy Horel p.m 

Sot A. Pusiicrry Cius 
versus Pusuicrry Cius oF Lonpon 
National Publ.c Speaking Contest 
Doiphin Hotel. Southampton 

Monday, February 6. 

Pusuiciry Cive oF SHEFFIELD. 
Tour of Eadon Engraving Co.. Ltd.. 
works. and Alan Eadon on “Biock 
Ordering, Measuring and Cosing.” 
7.30 pm 

Recent Apvertisino CLUB versus 
Berks ano Bucks Puswicrry Civus. 
National Public Speaking Contest. 
Royal Society of Arts, London 

Pusuicrry Civs or Leeps versus 
Hutt Pusuerry. Cius, National 
Public Speaking Contest 

Pusticrry Cive oF Porrs- 
MOUTH AND SOUTHSEA Alan 
Whitworth. director of LS.B.A., 
on “Watching the Interess of 
Advertisers.” 

Tue day Fi 7. 

Pusticry Cius oF SUNDERLAND 
Douglas Souley on “The Develop- 
mem of the Radio Industry and 


ebruary 9. 
Pusticrry Civs or Hutt. 
Annual gala. Bevericy Road Baths. 
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Maw in thy LARGER vizo / 


e 
With the February issue WOMAN’S MAGAZINE will be enlarged in 


size to 8}" x 6}"—a 37% increase in page area. This is but one of the 
many improvements being made to further the appeal of this interestingly 
different magazine. Price remains ls. monthly. Rates are unchanged. 


Rates and information from George H. Phipps, 
Advertisement Manager, Lutterworth Periodicals Lid., 
35 John St , London, W.C.1 

Telephone; Chancery 6151-2 
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To Whom It May 
Concern 


Prior to COMMERCE WEEKLY 
temporarily suspendin publi- 
cation at the end of ptember 


last, Messrs. B. Lamotte (manager 
of the Building Section), G. E 
Harwood and J. C. Whittaker 
(Area Managers) then employed 
by the journal in the compilation 
of Local Authority Surveys pro- 
duced by it, booked certain spaces 
with various firms and local authori- 
ties for appearance in those Surveys 


Following those events at the 
end of September, Mr. Lamotte 
formed a new company under 
the title Ideal Press Led. (Capital 


£6,000) with head office at 46, St 
James's Place, St. James's Strect, 
S.W.| (phone REG. 54/8) and 
other offices at 5, New Bridge 
Street, Ludgate Circus, E.C.4 
This new company was specifically 
formed to publish SURVEYS, a Build- 
ing and Engineering journal in which 
local authorities’ Supplements and 
Surveys would be included 

That publication will honour all 
the contracts booked by the 
three gentiemen named up to a 
grand total of £1,200 spread over 
the appropriate Surveys 

SURVEYS will circulate amongst 


leading local authorities actively 
engaged in housing schemes, 
leading architects, leading sup- 


pliers and select members of the 
leading firms engaged in the 
building trades 

Minimum print will be 3,500 copies 
and each salesman of the company 
will carry lists of recipients 

This development was undertaken 
by Mr. Lamotte in order to 
preserve the important and valuable 
connection he has built up in past 
years with local authorities and 
important firms throughout the 
United Kingdom 


SURVEYS 


Published by Ideal Press Lid. 


rl 


SILK SCREEN ARTS L™® 


97 SHIRLEY ROAD CROYDON 
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AFTER BUSINESS HOURS 


Commercial Radio 
In South Africa 


The commercial radio pro- 
gramme of the South African 
Broadcasting Corporation will 
start on May 1. On February | 
“Springbok” Radio, as it has been 
named, will start selling time to 
sponsors, states the Rand Daily 
Mail 

Sponsors are being invited to 
audition programmes, and adver 
tising agefts are being asked to 
apply to be accredited formally 
as agents for S.A.B.¢ 

On February 1, sponsors will 
be able to submit their own pro- 
grammes or those chosen from 
the “library” built up by the “C” 
proeramme officials 

The Towers of London organ 
isation, which has more than 20 
programmes a week on Lourenco 
Marques, expects many of the 
sponsors to use the Springbok 
Service 

The National Farmers 
held 13 Press conferences last 
year and issued 69 official Press 
statements, reports the publicity 


Union 


committee Accounts show that 
expenditure on public relations 
was £6.573 (as compared with 
£6,725 for 1948) and on publi 


city £7,728 (£6,751) 


British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
possibilities of EKSTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities 


CRANE-DEBENHAM LTD. 
69, FLEET STREET, LONDON, E-C-4 
Central 281 * 


Full details from: 


BOLTON STANDARD 


has @ wide circulation in Rolton 
Lancashire's largest and most 
Prosperous town — and districts 
containing @ population of 400,000. 
IS BEST VALUE FOR MONEY 

The medium for every 

National Advertiser 

ROOK A SERIES NOW 
Display rate 8 “A, 

On sale every Thursday 
VICTORIA ST., BOLTON 
Tel. 4742 (2 limes) 

115 High Holborn B.C.4 
Chancery 8752/3 


London: 


TO PUBLISHERS 


We specialise in the printing 
and dispatching of establish 


ed monthly, quarterly and 
annual publications Send 
your eng es to 

G. F. TOMKIN, LTD. 


$015, Grove Green Road 
Leytonstone, E.1) LEY | 164-5 
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“The Boy With 
A Cart” 


(Lyric, Hammersmith) 
“The Boy With a Cart” will 
probably not prove so popular 


as “The Lady's Not for Burning,” 
but it is a better play all the same 


A quaint, simple story of a 
saintly youth who trundles his 
old mother across country in a 
wheelbarrow till he gts to 
Sussex, where, by sheer spiritual 
contagion, he inspires the vil 
lagers to build a church, it 
develops to’ a moving climax 


When Christopher Fry has fully 
learnt that the poetry should bz 
not merely a decoration, but as 
much an organic part of the 
drama as the leaves are of a tree 
he may well write a great play 
Richard Burton gives an attrac 
tive and scngitive performance 
as the young saint 

The curtain-raiser is 
delightful and 
finished” thriller 
The Ladies” 


Barrie's 
infuriating “un 

Shall We Join 
Ernest Jay is per 


PRINTED PLASTIC 
WINDOW DISPLAYS 


A recent note in ADVER- 
TISER'S WEEKLY announced the 
introduction into America of 
Printed plastic window displays 
This method of advertising has 
been practised in Britain since 
1948 

This new 
marketed by 
under the 
Delmorex 

The polished and treated trans 
parent sheet which acts as a basis 
for the advertisement was speci 
ally developed for this purpose 
by BX Plastics Limited 

The advantage of Delmorex is 
iat it is ready for immediate 
use, is easily placed in position 
and can be moved and removed 
at will It is screen printed in 
ind can be applied 
either glass or Perspex. In other 
forms the can be effec 
tively used as newspaper outside 
advertising posters The posters 
nre washable and weatherproof 
Barrel covers now being used by 
many leading brewers are made 
by this process 


material is 
Limited, 
name of 


display 
Delmore 
trade 


reverse 


process 


+ other 


tO, 


fect as the elderly host, appar- 


ently a model of old-world 
courtssy but implacable in his 
determination to discover which 
of twelve shady guests murdered 
his younger brother 

John Gielgud has excellently 
directed this enjoyable double 


bill —M.H 


“The Heiress” 
(Theatre Royal, Haymarket) 
Those who did not see this 

play when Sir Ralph Richardson 
and Peggy Ashcroft played the 
leading roles need not be too 
distressed For the roles have 
now been taken over by two 
fine performers, Godfrey 
Tearle and Wendy Hiller Miss 
Hiller presents a most thorough, 
carefully constructed and com- 
pletely understandable Catherine 
Her decision to remain for life 
an ugly, and lonely duckling, is 
a climax justified from the first 
moment she appears on the stage 


Eastbourne Window 
° re 
Display Units 
Of the twelve window display 
units designed for Eastbourne 
Corporation Publicity Committee 
by Diana Studio Lid. one 
is on its way to Holland, two 
being handled by Thomas 
Cook & Son Ltd., two are going 


are 


the rounds of Dean & Dawson 
Ltd., two are to appear in the 
branch offices of the C.WS 
Travel Service, others are going 


to Bishop Auckland for distribu 
tion, and a unit will be featured 
at Durham's Press Ball, as a link 
with Eastbourne Corporation’ 
prize of a long week-end for two 
people. 

For the Dutch display, special 
folders have been prepared to 
accompany the unit The travel 
agencies will receive folders with 
appeal “Book your East 
bourne holiday through your 
travel agent.” 


The Yardley poster illustrated 


Legal and Gazette 


New Companies 


GCives-Wells Lid, Ad 
put c y heent Nominal 
Perman lirector 


and 
£100 
and 


rtising 
capita 
Jane Gillies 


Research Publishers 
ne R N.W.10. Nomi 
i Directors: S. Guido 

Hallam and Phyti«s F. Roberts 
Printed Packings Lid., Balcombe Road 
Horley, Surt Pr rs and bag makers 
Nom pit 


£100 Director dD ¢ 
harlwood {1 Dorothy M_  Charlwood 
Railway Pictorial and Locomotive 
Review Utd. ‘2 ‘4 High H i] 
we To nd carr 


mina 
" ' ~: G H. Lake 
and Mrs f Lake 

(The above-mentioned particulars of 
new companies recently registered are 
taken from the Daily Register compiled 


in our last issue was designed by 
Mr Reco Capey, art director 
Yardley Ltd., and not by Mrs 
Capi 

by Jéordan and Sons, Lid., Company 


Registration Agents, 116 Chancery Lane, 
Londen, W.C.2.) 
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APPOINTMENTS VACANT 


Available only to applicants excepted 
from the Contreil or ngagement 
Order 1047 Ne 221, unless the 
Situation is also excepted 
INFLUENTIAL TRADE JOURNAL 
wth wide ciftwlation requires free 
lance wlowmen i fc ¥-up 
intens img campaign Liberal 


1a 
commussion (p 
trial period) 
Box 645 Ad 


46 retainer after succesful 


Weekly 


FULL HOUSE 
OR ACES? 


We'll put our cards on the 
table Only two or three 
seats in our studios remain 


unoccupied. They are reserved 
for really tip-top men—in fact, 
Aces 

We are not particular about 


their speciality—it could be 


figure, illustration, lettering, 
retouching or supremely good 
general work. We ore particular 
They 


will expect a high salary and 


about their standard 
congenial conditions; they'll get 
both if they're the men we're 
Please telephone Welbeck 
5445 before calling 


PENTAGON 


Design Services Limited 


after 


180 Pieet St EC4 


visuals and ia 
typosraphy esse 
estimoniais 
Andrew Red & Co 
Place, Newcastle upon 


Lid. Swawberry 


abt) ~ ! ADY Clerk Typist required for 
{ 


hecking Department of a 
Wen i nd Advertising Agency Picase 
write full details of age, expe ¢ and 
salary required 1 General Manager 
Everetts Advertising Lid.. 10 Hertford 
Suc London, W.1 
pp th applications arc invited 
m Agency train Production man 
a position with agg me ~ 
Should have sound knowledge of Blo. ks. 
type amd «= sales§=6 literature Replies 
should mtiain full —— ot age 
experience, salary requir 
Box 672 Ad_ Weekly Ty Fleet St BC4 


ACCOUNT 
EXECUTIVE 


Small Agency operating 60-70 
accounts needs someone to 
take charge of some 20 of them, 
mostly within the lower turn- 
over brackets, to maintain con- 
tact and accept responsibility 
for production. Creative ability 
an asset but less important than 
ability to organise and to plan 
and execute improvements 
Immediate high salary impossible 
but prospects commensurate 
with abilities and results. An 
ambitious Junior, perhaps — 
or a Senior able to mark time 
on salary for a year. Replies 
in confidence to :- 

Box 364 
Advertiser's Weekly, 180 Fleet St., E.C.4 


imsertions MUST BE PREPAID. 
L . ECA, 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT %. per fine. 


“Advertiver's Weekly,” 
‘Peene: Chancery 8844, 


ADVERTISER'S WEEKLY 


| APPOINTMENTS VACANT 
APPOINTMENTS WANTED 
pine coms of ASSISTANT 
sTUDIO 
MANAGER 


APPOINTMENTS VACANT 


if you are capable of quick, 


LAYOUT Vacancy cxits in Lordon 
Agency for cxupericnced layout man 
Agency ctipernicence essential The 
posiion carrics high salary and only 
first-class Men need apply Write fully 


inchuding experence age salary 
requ red t 
Box 673 Ad. Weekly 180 Pleet St BCs 


ADVERTISEMENT 


requ red for well-known ald-established 


Furnishing Trade Journe Must be 
prepared to travel. as part of his work 
will be im the provinces Applications 


which will be 
confidence 
ieme 


Box 341 


reated im the sirictest 
should state age and cxper 


Ad. Weekly 180 Fleet 


REPRESENTATIVE 


Ss BC4 


ADVERTISEMENT 
MANAGER 


Leading Pub- 
first-class 


is required by 
Only 
with wide contacts and proved 


lishers men 
selling ability need apply. The 
position carrics wide respon- 
sibility and high remuneration 
Fullest details in 
fidence to 


Strict con- 


Box 310 
Advertiser's Weekly, 180 Fleet Sc., £.C.4 


FIRST . CLASS 


required by 


Desigoer Dr 
well-known 


ughisman 
London Spec 


alts in bathrooms, kitchens and fire 
maces Must have experence of all 
sanitary fitings, modern wall-lining and 
flooring matcriais and if possible 
fireplace dewugn Write «ving age 
experience and salary requ red Fr 

W. N. Proy & Sons, Lid. Bronswick 
Works King Street Hammersmith 
Ww 


PETROLEUM COMPANY bas a vacancy 
m its Public ty D partmem for a young 
man aged >» WO with sound know 

{ pri mting and production of all 

of Publicity He should he 


organ 


ope and iMicress to the 


mencing salary of £425 per 
Write in own handwriting « 
of age and previows experictice to 
Box 694 Ad. Weekly 180 Fiect Sic EC4 
JUNIOR DRAUGHTSMAN of = Tracer 
required for diagrams. technical line 
draw nes and general duties on editorial 
Sta Moor Trade Journa Age 
18-21 Salary according to experience 
Box 355 Ad. Weekly 180 Fleet St EC4 
CREATIVE LAYOUT 
ARTIST 
Required by high-class medium-sized 
Agscnmy in West nd Splendid 
opportunuy for a young man with 


style and wmagination Write 
experience and salary 


staung 
required 


Box 30! 
Advertiser's Weekly, 180 Fleet Se., E.C.4 


x : 
MARKET RESEARCH. Large 


any ERTISEMENT REPRESENTATIVE. 


ung man wanted as 
advertisement Manager of 
cual bi - weekly n 

nee necessary in 
canvassing 


assistant to 
leading 
Midlands 
writing 
Good eprortunity of 
iniment Write 
eckly 180 Fleet St BCS 
London 
Researc b 


copy 


requires 
mean to take ch 
activities 


should have had agency training in a 
wide varicty of investigatic work, H 
wil be cxapected | pia mM require 
ments, t© prepare fina reports and 
recommendations, but he wi not tx 


rductamtt’ © make 
checking and proving 
paid and included in the pension 


scheme 
Box 663 Ad. Weekly 180 Pleet S BC4 


slick visuals for all forms of 

STULL. LAPE and <Lcticring Artist required Poster, Showcard, Leaflet and 
by London Stude W rite Statiite 

expenence and salary required \ Press Advertisements and can 

Box 367 Ad. Weekly 180 Fleet St BCS finish all forms of lettering 

for these purposes personally, 

you may be just the man 


ARY DIRECTOR 


required by the Publicity Studio 


required by 
Medium-sized West End 
agency. Good prospects 
for the right man. Salary 
between £1,200 and £1,500 
according toability. Write 
giving full details of ex- 
perience (including ac- 
counts worked on) to 


of a large Periodical Publish- 
ing House 

There is full scope for speed 
and ability and good future 
prospects. 

Write in first place giving full 
particulars to 


Bex 35) 
Advertiser's Weekly, 160 Fleet S¢., £.C.4 


Box $03 PRODUCTION MANAGER required by 
: od cutablabed theatrical Advertising 
Advertiser's Weekly, 180 Fleet St., E.C.4 Contractors specialising in plogrammme 


adveriim.nag W rnc mn 


ESTABLISHED NE. London firm of stk 


| reen printers wish t© chgage an Box 69% Ad. Weekly 180 Freer St BCS 
emthusiastic young man for an cxccutive ADVERTISING AND PUBLICITY 4 
position. Applicant should have had well-known London firm of manu 
i i. n ‘ to ntrc 
GOCE antes caperience, a0 WmrO LUCE facturing chemists require an ae 
new seccounts Good prowpecss and in ts advertixing department 
Grae aa cron ~ tor AA, om mee position & an iteresting and progres 
—— = o ve a ~y ars of cuperence ave OG and offers good prospects 
Se oe cQuire 4 Special consideration will be given wo « 
" 7 4 oS ‘ - - 
Box 700 Ad. Weekly 186 Fleet St EC4 man having practical knowledge of the 
| LIVE REPRESENTATIVE wah good mechanical and technica sde of 
' comtacts wanted by ald-cstablahed firm advcrtuing A knowledge { printing 
1 handle addiivnal oon-conficting and some caperienice in wt adver 
business im dealer Aids aod General thing would be an advantage Apply 
Display One sccustomed w quality im eret mfidence giving full particulars 


Box 


stating age, cupericnce and 
salary required 


production devired 


S24 Ad. Weekly 


18 Fleet St ECS 


including age and salary required to 
Box 1487 Ad. Weekly 180 Ficet St BC4 


WANTED 


The Services of 


a good 


ACCOUNTS 
EXECUTIVE 


Please write giving full 
personal details 
to 


The Manager 
RIPLEY, PRESTON & CO. LTD. 
360 Moseley Road 
Birmingham 12 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


EXPERIENCED VISUAL 


Newspaper 


YOUNG 


ORDER CLERK with 


jayout arts 
leading fasion publication 
lating ciperieme and salary 


required by 
Write 

expected 
Box 361 Ad. Weekly 180 Picet St BC4 


ASSISTANT to Accountam required by 


growing Advertsing Agency Exccihtem 
Ooppottunay tor a keen young man who 
sc knowledge of we umMancy 
Details of age. expeticne, ct hk 

Box 360 Ad Weekly 180 Fices SM EC4 
Society invites Ppl ations 
for the position of INFORMATION 
OFFICER. Duties relate primardy w 
advertihing promouon for the Provincial 
and suburban Pres, but 4 certain 
amount = pres work is invoived 
Journalistic background heipful—-know 
— of the Provincial Press essential 
ar caperionce In & SIMMar Post most 
desitratic. Applications, in writing only 
should state agc, Qualifications, caper 
ence and salary desired and should be 
addressed w the Director, Newspaper 
Society Salwbury Square 
London, E.C.4. marked on the outside 
Information Officer 

MAN required for musical 
instrument mail order business to 
manage compilation of distribution of 
email journal Knowledge of typing 
advertising, drawing, cic. an advantage 
Permanent position. Write stating full 
particulars salary requ.rcd et to 
Jennings, 119 Dartford Road, Dartford 
emt 


ASSISTANT POR Publicity Department 


preferably university man tequired 
with ability tw write simple lucid 
English Editorial ecxperic:ce more 
important than detailed knowledge of 
advertising Knowledge of packaging 
an advantage Salary about £600 per 
antum according to capericnhce 
in wriing giving reference PA/I to 
S:afl Division, The Metal Box Company 
Lid. The Langham, Portland Place 
wil 


RETOUCHER REQUIRED by croup of 


specialised publications; one who has 
had experience in atural history sub 
jects, animal and bird life in particular 


Box 143 Ad. Weckly 180 Fleet St BC4 


PRODUCTION MAN with = partkular 
P rimt required also 

TON JUNTOR Apply by 

wo Seot-Turcer & Aso 


#0 Cork Sucet, W.1 
knowledge) of 
Litho Plate-making process Able to 


ciates, Lid 


use typewriter Rotaprint, Honeypot 
Lane ws 
AMBITIOUS YOUNG MAN required 


with sound production knowledge and 
initiative, who is prepared to work hard 
with busy team in London Agency 
Good opportunity for the reht man 
Write stating age, experience, ambitions 
and salary required to 

Box 106 Ad. Weekly 180 Fleet St BC4 


TYPOGRAPHER 
WANTED BY 


PRITCHARD 
wooD 


A junior typographer with 
Advertising Agency experi- 
ence and having a good 
grounding in typographical 
and production methods 


Write giving age, particu- 
lars of experience and 
salary required to Mr. 

Caffin. 

F.C. PRITCHARD, WOOD AND 
PARTNERS LTD. 
25 Savile Row London, W.! 


WANTED, SPACE SAIL 


view to be.omung Advertis 

monthly COlass Period cal Wes End 
contacts essential State salary, com 
Mission cxpected 

Box 691 Ad. Weekly 180 Flect St BC4 


PRODUCTION MANAGER (space) re 


Quired by progressive West End Agency 
Must have initiative and 

handiec job with all confidence 
salary and sound proepects for expen 
enced man. Own staff know of vacancy 
Write fully age, experience 

Bos M2 Ad. Weekly 180 Fleet St BC4 
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CLASSIFIED ADVERTISEMENTS 


January 26, 1950 


APPOINTMENTS VACANT 


APPOINTMENTS VACANT 


DISPLAY ARTIST requir 


must be | ASSISTANT Reet IRED to Space Buyer 


acen, capabdic of good clw ond. Agency Must be familiar 
able to prod designs | =. Trade Technkal and yeneral 
display backgrounds Press Quick and accurate at figures 


Sik Screen heipfs. P 
instance givira «call ww - and 
Mating s@lary required w Box 

C. Vernon & Sons, Lid, 17/19 eded 
Place 1 


Good prospects Write statung previous 

euperience, salary required to 

Box 358 Ad. Weekly 180 Fleet St EC4 
ADVERTISEMENT REPRESENTATION 

required in Midiands and North of 
id established monthly 
trade and technical journals Write 


stating past experience and suggested 
COPYWRITER caer & 
Box 69 Ad. Weckly 180 Fleet St BC4 
i . PRODUCTION AND CONTACT MAN 
required by Publicity required for Art Studio. Knowledge of 
Department of large 
London technical pub- 
lishing organisation. The 
ability to write in really 
good English in a clear, 
precise and sometimes ; 
ve Ad. Weekly 180 Fleet St EC4 


) 4 . 7 le 
forceful style on a wide ADVERTISEMENT REPRESENTATIVE 
variety of semi-technical for high-class medium. Must have sound 


production and art work necessary plus 
ability 


discuss art iniclligentiy with 
Write detats, salary required 
ur dad by same studio 


Agency OF previous studio expericnce 

We also require a Young BOY or GIRL 

willing to learn the rudiments of studio 
xedure the hard way All replies 


b a experience and capable of carning 
subjects 18 & mecessary £600/800 per annum Expenses and 
> » good commission 
qualification. Previous ex Brn cs? Ad Weekly 180 Fleet St BC4 
perience in publicity copy- OFFICE MANAGER small firm and 
—_ old established young ambitious 

writing is essential and a West End. Write fully and in confi- 
technical background is dence 


Box 374 Ad. Weekly 180 Fleet St BC4 
FULLY EXPERIENCED layout and 
en d wanted, capatic of turn- 
finished artwork Good 
condition in a go-ahead 
ully stating age, experi- 
alary required to 

Box 378 Ad Weckly 180 Fleet St EC4 
ADVERTISEMENT MANAGER fe 
Quired for Trade Journal in London 
. " » estatmished over twenty years 
experience would thus be Applicant should be accustomed to 
ble ; » Deo ~ responsibility and have sound «egency 
a valuable asset, Perman connections and selling experience 
ent pensionable position Write stating age, salary and experi- 
ence, in confidence to Advertisement 

Full details of experience 


and salary required to 


The suc 
cessful applicant will be 
required to act as Press 
Officer when he is 
familiar with the organ- 
isation, and journalistic 


also desirable 


Box 372 Ad. Weekly 180 Fleet St EC4 


Advertiser's Weekly, 160 Fleet S¢., E.C.4 


IF YOU SET FIRE 


AN ASSISTANT is required in the 


Advertising Department f leading 
Manufacturers of Refrigeration equ p TO THE 
ment Applicants should be able to 


prepare advertisement layouts, deal with 
correspondence, and be capericnced in 


general routine of Adverusing 

Department Good salary and pros- » 
pects are Offered to applicant with (or commit mayhem) you u 
suitable qualifications, Write with full be fired. Otherwise, you will 
details to 


be as secure in the job of 
Senior Copywriter with us as, 
probably, in any job anywhere. 


Box 375 Ad. Weekly 180 Fleet St BC4 
PERSONAL ASSISTANT to Distribunon 
Manager of established and progressive 
instrument ma urer, London, W.1! 


Age 30-40 clligem, good business And we have a first-class 
experence well educated Able 1 superannuation and pension 
carry Out imterviews at cxecutive leve 

and write first-class business § letters scheme. 


Some experience im advertning agency 
of department an advantage since dutics 
will imiude preparation of sales litera 
ture and advertisements Salary £700 


We handle, from A to Z, all 
the advertising of some 200 
factories making almost every- 


pa 

Box 370 Ad. Weekly 180 Fleet St BC4 thing under the sun; we run 
BURROUGHS WELLCOME & CO., | | a six-figure _—institutional 

have a vacancy for 4 creative layout . 

artiat with sound up-to-date exper.cnce | account; we are, in fact, very 

in typography and the use of good | | big indeed and as sound as a 

artwork to take a key n bell. 


Art Unit, handling press : 
production of bookie 
Applications, which 
confidence. should 


To fill the 
Copywriter you, 


job of Senior 
in your turn, 


of age, experience - should be first of all quick and 
tion «6of othe Salary required ne ’ 
Manager, Publicity Division. Burroughs versatile (you il be doing under- 


Wellcome & Co, 183/193 Euston wear one day and dairy equip- 
ment the next); second, well- 


educated (and we realise that 


KEEN ENERGETIC young man, 2! 


aivertisement represent ati ve 


in the Midlands to ad established life is a better educator than 
a ¥Y newspaper alhed pullica : 

m with good class appeal. Exceiien any schoolmaster); third, 
opportunity for young man with know enthusiastic but accurate; and 
ede advertising and a flair for 
salesmanship Write stating age fourth—very important—a 
experience and salary required. Our first-rate mixer with all kinds 


staff are aware of this advertisement 


? 
Box 373 Ad. Weekly 180 Fleet St ECS of people. Age? Anything up 
EXCEPTIONAL OPPORTUNITY (or to 44. Experience and solid 
capable Junior in old. established but ability we shall take for granted 
Gev wing gency im ¢ Sureet ares . 2 
; hs 5) Gene ter eens if you apply for this job. 


“ks and artwork 
records 
Write giving details of age 

experience and salary required to Box 

No. 80, co Crosiey & Co Liu 

$ Racquet Court, Fleet Street. E.C.4 


What about it? 


Box 37! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


GRAHAM AND GILLIES 
LIMITED 


require 
GROUP ART 
DIRECTOR 


He must be a first-class 
creative layout man with 
outstanding talent for figure 
drawing with some experi- 
ence of fashion accounts. 
Please write in first instance 
Stating qualifications and 
salary required, to the 
Art Director, Private and 
Confidential, 


GRAHAM AND GILLIES LIMITED 
37 38 Golden Sq., London, W.! 


ASSISTANT (PEMALE) for Pootographic 


Departmem of Jcading London weekly 
technical journal Experience on fe 
touching and biock ordering cssential 
Knowledge of photography an advan- 
c Staff , somnerans S<dlay week 


Box 363 Ad. Weekly 180 Fleet St BC4 

APPLICATIONS are invited from young 

man or woman, about 25/35 years of 

aec. with previous experience in dealing 
with layouts, writing of copy, biocks 
and negouations with printers, w take 
charge of advertising and brochure 
printing, etc for medium sized North 
Wes London manufacturing company 
Post is an interesting one and entails 
editorial work on house magazine 
Apply with full details, salary required 
and date availabie to 
Box 656 Ad. Weekly 180 Fleet St EC4 

LAYOUT ARTIST required immediately 
with strong agency experience. Essentials 
are: competent design in colour and 
black and whjte—good heticring-—sound 
typographical knowledge Permanent 
post for the right man, in expanding 
agency Write stating experience 
qualifications and salary required 
Box 39. Gordon House, 75/9 Farring 
don Street, E.C.4 

INTERESTING WORK for important] 
ational Advertisers awaits a young but 
experienced lypographer capable of 
handling compctently press 
mem adaptations, and the detail of 
catalogue and book work Advertisers 
are small London Advertisirg Agency 
whose staff know of ths announcement 
Box 303 Ad. Weekly 180 Fleet St BC4 


ARTIST 
experienced in producing layouts for 
women's popular magazines wanted 
for studio of London publishers. Must 
be capat¥e of finished art work such 
as titles and decorative features 
Presem staff have been noufied of 
thes adverusement 


Box 650 
Advertiser's Weekly, 180 Fleet St., E.C.4 


WINDOW DISPLAY. 


Expert in 
theoretkal and practical work required 
to dress demonstration w.ndows in West 
End. Clever use of merchandise rather 
than stunts of artwork Paymem by 
jo>—probably one or two windows 
weekly 

Box 305 Ad. Weekly 180 Fleet St EC4 


SHORTHAND TYPIST required to train 


as secretary to Advertisement Manager 
of well-known periodical puNiahed by 
old established Fiect Strect Group of 
Companies Commencing salary £5.5 
Particulars of age, experience, etc to 
Box 308 Ad. Weekly 180 Fleet St BC4 
(or “phone: Staff Manager CHAncery 
8844) 


MANAGER (Woman) required for Order 


Deparument of cld established peri- 
odical-publishing firm Must be used 
to controliing staff. Part culars of age 
experience and salary required, in strict 
confiidenme to 

Box 309 Ad. Weekly 180 Fleet St BC4 


ASSISTANT (MALE) required in adver 


tisement Deparument of important 
London weekly technical journal. Used 
to display make-up and agency practice 
Staff restaurant S-day week Reply 
with full details of experience, salary 


required to . 
Box 162 Ad. Weekly 180 Fleet St EC4 
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January 26, 1950 


APPOINTMENTS VACANT 


COPYWRITER 


requived for pubi city 


deparimem of Irade Publuacm. Good 
tun versatile 


an advantage Wrne staumg age 
eaperic «ec salary required to 
Box 607 Ad. Weekly 180 Ficet St BCS 


TALENTED LAD 
and dcsign 
merc.al ariist 
appol iment 

ADVERTISING EXECUTIVE required 
y important weckiy technical journal 
Age 40-45. Must be thoroughly cape: 
enced im space-selling for the wade and 

Good prospects for inc 


mcrested in letic-ing 
required to Wain as com 
Phone MUSeum 1049 for 


Weekly 180 Pleet St BC4 
A LARGE London Agency is looking for 
an e¢xecurive to take <«Rarec of 
am accounts. kt is essential that 
is an Agency man capadic of 

imsL auing and carrying through campaign 
policies and plans de should also be 


thoroughly fam.liar with cvery phase of 
Aac cy routine and procedure since he 
will be working with a tcam of cxper 
enced cesgners and tecan.cians i he 
position offers abundant s.ope for te 
right man. Age probably 35-40. Picace 
write in confidence giving full details 


(particulariy of Age cy experience) ani 
salary required lhe Advertacr’s staff 
is aware of ins advertiseme it Addres, 
“Executive” 

Box 304 Ad. Weckly 180 Fleet Sit EC4 


APPOINTMENTS WANTED 


you NG BRAN. pub 


lic school and London 


to enter London 
© previous experi- 
» from the bouom 
nsidcraton 

A 180 Fleet St EC4 
a > “FASHION ARTIST. newspaper 
mmercial cuperience secks 

oad iuonal commissions 
Box 624 Ad. Weekly 180 Fleet St BC4 
KEEN IMPROVER requires position as 
a lettericg arts. Age 18, exempt from 

service 


Ad. Weekly 


PUBLICITY MANAGER 


Desires change with prospects 
and responsibility Age 42, 
trained Engineer. At present 
Publicity Manager to large 
Group of Companies in West 
End. All round knowledge of 
Press Advertising, Printing and 
Production of Catalogues, 
Brochures, Leaflets, Art 
Work, Blocks, Exhibitions, 
Displays, Photography and 
Direct Mail. Used to control 
of Staff in busy office 


ox 180 Fleet St EC4 


Box 692 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SHORTHAND - TYPIST. Private Sec 
retar.cs, Clerks, ete If you are in 
urgent need of staff, contact Embassy 
Bureau, Excel House, Whitcomb Sirect 

Whitehall $924 We 
speciaine in cficiemt personne 

YOU NG MAN, (23), with personality and 
imat ’ seeks & positio train as 
Adve rtmeme Represeniative London 
Box 689 A Weekly 180 Fleet St BC4 


TRADE JOURNAL 
ADVERTISEMENT 
MANAGER 


with 18 years space selling and 
administrative experience can 
become available soon 
Age 36 
Planning management 
sation, comrol of personne! 
Experience covers eng iMecring 
chemical building and shipbuaild 
ing industrics 
Known by most leading 
in London and provinces 
Proved ability—figures to 
uate 


cgani- 


agencies 


substan- 


Box 384 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ASSISTANT ADV ERTISING Manager 
secks wimmilar posits y xpenenced 
in Newspaper and T urnal routine plus 
the advantage of shorthand and typing 
Box 379 Ad. Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED BUSINESS OPPORTUNITIES 


EXPERIENCED DISPLAY Contractor's 
Kepresentauive iment «on widening 
Scvertising scope sceks Cxira part-time 

oyment as 


Box 576 Ad. Weekly 180 Fleet St BC4 
CREATIVE LAYOUT Retouching Arts 
33. experienced in Phowwoerapny. Seeks 
appoistmenmt wah manufacturers oF 


Agency 
Box 359 Ad. Weekly 180 Pieet St BC4 


ADVERTISING EXECUTIVE 


socks position with London 
Agency. Age 39. Good general 
knowledge of advertising 
cepecially market research 
Capable organiser and sdmini- 
siator, wed to accepting re 
spomarDility Commencing salary 


not of first importance as pre 
pared w work and prove worth 
before capecting four figure 
sulary 


Bos 368 
Advertiser's Weekly, 160 Fleet St, £.C.4 


ADVERTISEMENT MANAGER, carl) 
thirties. requires & position as Accounts 
Executive in agency, very familiar with 
ail aspects of promouon. 16 years West 
Enu Store and agency experience 
Box 536 Ad 180 Fleer St BC4 

COMMERCIAL ARTIST requires 


employment im designing for repro 
duction. Good art eduation. Samples 
of work forwarded on request. Jack 
Wales, 70 Lowestoft Road, G 
Norfolk 


FASHION ARTIST & ILLUSTRATOR 


Freelance. caceptionally expericnced 
setks & compecient Agent, in tourh 
with the nmeht clients. to handle high- 
class work in all art media suitable 
only for Mode! Houses and Periodicals 
of distinction 
Box 546 
Advertiser's Weekly, 180 Fleet $c., ECA 


YOUNG MAN with Agency experience 
secks post at Junior Copywriter. Good 
references 
Roa 79) Ad Weekly 180 Plee: St BCS 

YOUNG MAN, original creauve ideas 
some agency cuperience, secks post as 
jumor copywriter 


Box 653 Ad. Weekly 180 Pleet Si EC4 


FREE LANCE SERVICES 


PHOTOGRAPHIC 
PRINTS 


Any Size — Any Quontity 
Write or Phone 


PHOTOWORK LTD. 


LILYWHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbeck 0936/9 


BL as ooo ae ee ART Studio with 
abdlshe and cxpandmsg <Lenee 
ethoem 


* food —~ mecs and 
requires add.uional capita Offers trom 
investors able © take charge of thc 
business side of the organisauon would 
be of special interest Picase Tite, in 
the first instance, to Studies. ¢ o Maller 
Mills & Bantock, Aucitors and A.count 
ans, HMiwh Holborn House High 
Holborn, W.C.1 

WOMAN JOURNALIST (COPY WRITER 
specained ali subjects of feminine 
imcrest Abtic t GO cerain smount 
contact work 
Box 1069 Ad Weekly 180 Flee: S BC4 

PRINTERS in ihe NW 


Loodon area are 
# 


open w undertake the a «a 
weekly pa) up to 45 pages and up 
to about 5.000 copies Pub oe 


a sping to aioae such « contract « 
Box 1799 Ad. Weekly 180 Ficet St Cs 


SHOW CARDS, CUT-OUTS, 
Book Jackets. Advertising Folders 
ae.. by photoinho of ictierpres 

(own photo-litho process plant) 
CARILLON PRESS LTD. 

Fine Colour Primer. Bournemouth 
Telephone. Boscombe 36855 
London Office: 147 Victoria St, 8.W1 
Phone ViCtoria 066)/4 


ADVERTISER devires interes in oF 
Purchase of Small lypese a Business 
Can guarantee regular Composing 
Work 1100-4200 per month 
Box 381 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


ADVERTISING EXECUTIVE urgentiy 
needs unfi nahed accommodation for 
self and wite with 30 minutes of City 
Can anyone beip’ 

Box 3it Ac. Weekly 180 Fleet St a“ 


RELIANCE TYPING AGENCY. 
(manuscripts, ctc.). shorthand, dupii 
cating, addressing immediate service 
Wrie PO Box Wi. 33 Brancaster 
Lane Purley Surrey (Telepnone 
UPLands 7544.) 

LANCE ARTISTS required 
Lettering Re-ouching em 

TEMpic Bar 9454 

TYPOCGRAPHER. for ideas and copy 
finished layouts, adaptations and type 


Mark-ups comat 
Box 386 Ad. Weckly 180 Picet St BC4 

BUSINESS OPPORTUNITIES 

“4 MILLION READ HIM! 
Public Relations 
navional service 
handle similar 


industrial or r 
and Provincial 


Typing 


Press and 
Officer of recognised 
industry is available to 
work for ONE other 
Ofgantisatioa 
Press contacts 


Jd 
357 Ad Weekly 180 Fleet St BC4 


PACKAGE DESIGN. Consukh Roy 
Courtice, NR.DLS LA. $1 Fougrove 
Road. Beckenham (BEC 1602) 


cesstal specialiat for 12 years 
1S THERE a capable advertising execu 
tive with existing business prepared to 


join Advertising Agency’? Interesting 
Proposition Election to Board con- 
sidered No investment necessary 

Box 69) Ad Weekly 180 Fleet St BC4 


WANTED BY old established publishers 
orginal quality designs in any medium 
sultawe for reproduction as Christmas 


cards Specimens. prices and SALE 
to 
Box 156 Ad. Weekly 180 Flee: St BOS 
a>! OF SALE PUBLICITY 
WANTED. We have a cliem desirous 
of placing quantity order for an out- 
sandiog novelty sign Manufacturers 
are mvited to send particulars to 
Tt W._ Humphrey Lioyd. 42 Maiden 
Lane W.C2. TEMpic Bar 5749/6341 


co MOLATION availabice in 
Kingsway area for FIRST CLASS aue- 
lame artists North light ceniral 
heating and tclephones Pienty of work 
for the right men 


Box 377 Ad. Weekly 180 Fleet St EC. 


DESIGN RESEARCH UNIT requires 
immediately additional accommodation 
(about 1.200 og ft of well daydighted 


ace suitable for drawing offices) for 
minimum of 16 months but would 
consider jonger. As Goose as posible to 
? Park Street, Wi. Apply to Busines 
Manager, MAYfae 925° 

COMMERCIAL ARTIST, wife and son 
tees 7) urgently sseaiee unfurnished 

in or near Lond 

a 693 Ad. Weekly "iho Pleet & BCs 


COMMERCIAL ART: Primer, E.C4 
(near Fleet Street) offers office mud o 
accommodation to commercal arim 


with experience in lay-out and typo- 

qreohy Low Th. = coomderation for 
service 

Box. 679 Ad Weekly 180 Flee St BCA 


SPECIAL ANNOUNCEMENT 


See January 19 issue of Adver- 

tiser’s Weekly pages 125 and 126 

for the Advertising Services & 

Supplies Section. February 16 

will be the next issue containing 
these services. 


SALES AND WANTS 


MULTILITH MODEL 


1227 comnataiets 
automatic. Printing size 124 i «x 9in 
sheet sive 134 ip. = 10 in y*-i teat 


Nearest £400 L non, 70 Ole 
thorue Road, Wa. Rivenide 4223 r 


ADVERTISER'S WEEKLY 


SALES AND WANTS 


DICTAPHONE tramectibing sod rr 
Apoy G FE 


PADdington £222. Bat 


|| FREE LANCES— 

| ARE YOU REALLY FREE? 
Join the Publicity Workers’ 
Association, the adver- 
tising trade union and get 

| a good code of standards. 

| | SECRETARY 

143 Cranbrook Rd., iMord, Essex 


DON’T BE 
|*LET DOWN” 


To-day, the public is more critical than 
ever before For 
animal drawing «@ 


instance, f an 
weed to iHlustrate 
that animal 
i, yeu 

may be sure that someone is going to 


criticise, The advertisement will not 
be pulling ts weight—<t © being 
“tet down” by the iiustration 

DOUGLAS REAY'S animal 


drawings (and figures, too) « few speci- 
mens of which appear im thie issue, 
and whose contributions sppear regu- 
larly in over thirty top-line nationals, 
are factually accurate right down to 
the last deter 

DOUGLAS REAY invices 
quiries from targe and small agencies 
and advertisers Correspondence a 
pleasure. Why not write to him now 
while the thought is fresh in your mind! 
He has some good ideas, too 


23 KEPLER MOUNT 
Leeds 8 


MISCELLANEOUS 


EDMAR 
PRINTING METALS 


LIMITED 
Managing Director 
£. J. HARRISON 


PRINTING METAL 
MANUFACTURERS 


LINO, STEREO AND 
MONO TYPE METAL 


Telephones 
MITCHAM 2231, 188! 


EDMAR WORKS 
MILL GREEN RD., MITCHAM 
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Advertiser's 


Weekly — 


(45/-overseas) 


STOP PRESS 


ZEC EDITOR OF 
TIMES’ FLIES | | “S. PICTORIAL” 


Philip Zec, former cartoonist 
on “Daily Mirror,” of which he 
is now a director, appointed 
editor, “Sunday Pictorial,” in 

dlipp. 


to the business man abroad succession to Hugh Cu 


INK WORKERS’ 
STRIKE ENDED 


Printing ink workers in Lon- 
don area on unofficial strike for 
higher wages on January 18, 
returned to work on Tuesday, 
pending investigation between 
their union (Natsepa), and em- 
. . : loyers’ bodies (Federation of 
When men of affairs—yourself, your senior executives, or | British Printing Ink Manufac- 
| turers, and British Printing Ink 
your clients—travel abroad, they can still have their daily | Asseciaten). 


copy of The Times. An edition is specially printed on 


P.R. INSTITUTE WEEKEND 
India paper and flown every day to its subscribers abroad. SCHOOL 


It is the same size and has the same contents as the ordin- lee eee gehost 
neh é | Relations to be Lo at TT 
ary edition of The Times. | Hotel, Hastings, May - lh 

rt , : | Procramme wi 1 a. at 
If advance notice of the itinerary is given, there are few sessions. 


SPONSORED RADIO TO PAY 
TELEVISION COSTS? 
: ee. ; : | French newspaper “Le 
home and world affairs by finding his morning copy of | Monde” states that Radioffusion 
A. bs | Francaise pians to allow wee A 
The Times to hand, although he may be many hundreds Boye sg ce | 
' — « | pregrammes. Money ra 
of miles from Printing House Square. poss bly 3-4 million francs, will 
ay for television transmitter 
ing built at Lille, and for 
velopment of television eq p- 
ment in Paris. 


capitals or countries which this edition cannot swiftly 


reach by air. Thus the traveller is kept in touch with 


| 


S. C. Peacock Ltd. (Liverpool) 
to handle Summit Pens. 


THE 8) ci Rs TIMES G. E. Rush, until recently 


circulation manager, National 


| | Trade Press, appointed ass stant 
B sf A I R circulation manager (export) 
B B.C. Publications, from 


anu- 
ary 30 


For fuller particulars, write to the Circulation Manager, 


. 4 Council be New- 
The Times, Printing House Square, London, E.C.4, England caste Public ty. Club ye 


opening of “Newcastle Journal” 
Epeteorsenie exhibition, titled 
Look Back.” 


Peter Hove Lumlev aopo'nted 
P.R.O. to Lancome Parfums. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led,, at their office at 180, Fleet Street, London, £.C.4. (Phone : Chancery 6844.) 
January 26, 1950. Printed by Staples Press Limited at their Great Titchfield Street, London, establishment 
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